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This Week’s News In Brief 


You can never tell where competition’s going 
to come from. While the first man went into orbit 
last week, dime stores were launching themselves 
into the appliance business. You may see refrigera- 
tors in Kresge’s (p. 2) before long. 

But 5 and 10’s weren’t the only people trying 
something new. Many appliance and housewares 
makers took a look at the premium show (p. 6) in 
Chicago and liked what they saw—enough to en- 
ter for the first time. And in New York, Casco 
Products (p. 6) signed its first reciprocal trade 
agreement for its new line. 

Reciprocal trade was also on the government’s 


mind. A Japanese trade mission (p. 8) wound up 
in Washington, hoping to ease U.S. import fears 
and speed up trade. Quite a step from the day 
when Admiral Perry first sailed into Tokyo 
harbor. 

Other harbors—and lakes and rivers—in the 
U.S. were riled as the growing power boat frater- 
nity welcomed the start of the season.. There’s 
money to be made in the high-ticket, big-margin 
boat business (p. 1) and you might be able to cash 
in—as a Sideline or a business. Rodrigues uses 
his jaundiced eye and practiced hand to give us 
his impressions of boats—and other possible 
sidelines (p. 12). 

There’s no humor, though, in dealers throwing 





IN BOATS 


away carefully planned product displays (p. 6), 
say manufacturers. They think displays make 
better selling tools than wastebasket decoration. 

Selling takes education—for both seller and 
consumer. EM WEEK’s third SalesTalk tells you 
how to teach your salesmen the importance of 
knowing merchandise, stock and store (p. 19). And 
the Institute of High Fidelity Manufacturers is 
planning to teach the public about hi-fi (p. 36) with 
an industry-wide public relations program. 

Good public relations and solid backing can be 
the answers to keeping dealers happy (p. 34)— 
even the most morose of them. That’s what one 
Carrier distributor found, and his policies could 
work for you. 
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STRAIGHT FROM 
WASHINGTON 


INQUIRY INTO DECEPTIVE ADVERTISING is planned for 


this summer by the Senaté antitrust and monop- 
oly subcommittee. No date has been set. This is 
the group headed by Sen. Estes Kefauver (D- 
Tenn.). But Sen. Philip A. Hart (D-Mich.) will 
preside at the hearings. 

Hart will check into what he termed the use 
of misleading and deceptive packages, labels, 
slogans and price advertisements. He posed this 
question: “Is it a justifiable competitive practice 
to repackage and relabel a product in a way that 
suggests a reduction from the old price, but 
which actually results in a higher price?” Hart’s 
investigation will deal very specifically with re- 
tail trade. * 


RETAIL SALES WERE UP IN MARCH, despite bad 


weather in many areas. The latest Commerce 
Department report lends substance to adminis- 
tration statements that the recession has hit 
bottom and business may be turning upward. 
Sales in March totaled $17.9 billion, nearly $3 
billion over February and $500 million over 
March, 1960. 

The March upswing did not apply to furniture 
and appliance stores, however. Their sales of 
$755 million were up from the $680 million in 
February but still below the $803 million of 
March, 1960. ® 


UNEMPLOYMENT WILL REMAIN HIGH THROUGH 1961 


even if business picks up as expected. That is the 
consensus of President Kennedy’s chief econom- 
ic aids. And their feeling is bolstered by latest 
employment figures. Even with an above-normal 
increase in employment from February to 
March, the unemployment rate rose from 6.8% 
to 6.9% during the month. * 


WHAT KENNEDY CAN DO TO EASE UNEMPLOYMENT 


is one of Washington’s great mysteries. The rate 
is unbearably high from a political point of view. 
But Kennedy has no present plans for an indi- 
vidual tax cut, which would give business an 
immediate shot in the arm. 

The President’s tax message to Congress, due 
late next week, will call for tax incentives to 
business for investment in new plant and 
equipment. But this is a long-range stimulus 
and would ease unemployment over the short 
haul only in the construction field. * 


FEDERAL AID FOR SMALL BUSINESSES in depressed 


areas is the aim of a new administration move. 
Small Business Administrator John E. Horne 
has cut the interest rate on direct loans to such 
firms and to local development companies from 
the current 5.5% to 4%. Companies in some 285 
labor surplus areas, including most appliance 
retailers and wholesalers, are eligible. a 


Potential customers at Chicago’s Boat Show gape at sleek speedsters, shiny motors, 


To Sell Boats Aim At 


COVER 
STORY 


There’s a legendary recipe for rab- 
bit stew which began: 

“First catch your rabbit... . 

As far as the boat business is 
concerned, your “rabbit” is navi- 
gable water. 

There’s more of it than you think. 
Although your appliance-TV store 
may be hundreds of miles from the 
seacoast, America’s miles of rivers, 
hundreds of lakes and its increasing 
number of man-made waterways 
(created by dams and _ irrigation 
projects) may have put your store 
in an A-1 location for boat sales. 

More than 8 million recreational 
boats were used in the U.S. water- 
ways last year by the 40,125,000 peo- 
ple who went boating more than 
once or twice. How can you make 
money in this booming market? 


” 


The secret is the package deal. The 
boat business no longer consists of 
lordly steam yachts and ocean-going 
schooners reserved for the rich. Now 
it’s speedy high-powered outboard 
skiffs and cruisers pulled on trailers 
to waterside launching ramps by the 
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family car. So the money is in the 
package—the motor, the boat and 
the trailer. 

“Once you get past 16 and 22 
horsepower [a modestly powered out- 
board motor these days] not one 
motor in five is sold without a boat 
and trailer attached to it,” say motor 
sales managers talked to by EM 
WEEK. And those big, big motors 
bring the big tickets and the big 
financing pay-off. 


How To Get A Motor Line 

Unfortunately, it’s easier said 
than done. The best names—such as 
Johnson, for example—are pretty 
picky about dealers, mostly because 
they’ve been around a long time and 
are on top. The best bet for sideline 
dealers is in the newcomers—Scott, 
Mercury, Gale, etc. 

Highlights from EM WEEK inter- 
views with several motor makers 
illustrate policies: 


From Johnson: “Well, over the past 
two years, we’ve terminated more 
franchises than we’ve signed, mostly 
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How Variety Stores Sell 


three appliance operations (figures 
in parentheses show total number of 
stores) : 


Your newest competitor is the 
dime store down the street. Three 
of the largest variety store chains 
have begun selling major appliances 
and brown goods—two on a test 
basis (EM WEEK, April 10, p. 8), one 
permanently (EM WEEK, Feb. 13, 
p. 2). And there’s a strong possibility 
that more will join them. 

So, even if appliances haven’t yet 
joined the hair nets on counters of 
your local five-and-dime, it’s time 
you boned up on exactly how the 
variety stores plan to sell big-ticket 
items. 


There's no general plan. Of the three 
now in the business, one is private- 
branding, one is going the local 
route, one has no definite procedure 
yet. But one thing’s for sure: The 
stores aren’t operating on the old 
traditional 40% markup rule. They 
know they must be competitively 
priced. And they are. 


Here’s a look at the skeletons of the 


W. T. GRANT CO. (870) 

An old-timer, by comparison, in 
the appliance business, this chain 
put full lines of private-brand brown 
and white goods in 150 of its largest 
stores last February. Here’re the 
details of its national program: 


Lines: Private-brand (Bradford) all 
the way. Goods are warehoused in 
Grant depots. 


Sales people: Regular employees 
wherever possible. 


Service, delivery, credit: Local service 
companies under contract to Grant’s 
handle both service and delivery. 
But the company takes care of credit 
itself, with its regular consumer 
credit program. Big-ticket items are 
sold with up to 24 months to pay, 
small items on 30-day charge. 


ELECTRICAL MERCHANDISING WEEK 











and stoop to inspect trailers. Put the three together and you have diversification. 


Getting Package Deals 


over service facilities. When we con- 
sider more franchises in a given 
area, it is only after we have fully 
determined that present dealers can’t 
be educated or aided into delivering 
the volume.” 


From Mercury: “We jump on inquiries 
from prospective dealers and we 
think we have plenty to offer. For 
one thing, we’re unique in the busi- 
ness on sales policy: We have a 30- 
day open account for up to 10% of 
a new dealer’s Dun and Bradstreet 
rating. For another, we’re geared 
up to get people in the business 
fast.” 


From Scott: “We like both appliance 
and automotive dealers. They have 
the money, they know how to sell 
and promote, and they know about 
financing. Why, we’ve already been 
running our merchandise through 
such financing organizations as B- 
Wac, GECC, Redisco.” 


What about discounting? None of these 
companies is interested in a fast 


shuffle on a straight-out discount 
basis. 

“If a dealer wants to make some 
long deals with customers,’ Mer- 
cury says, “that’s OK with us. But 
we just can’t let anyone chop our 
prices in newspaper or radio ads.” 
A parts-and-tool kit, a trip to the 
factory service school and identifica- 
tion—that means a sign—are also 
part of any motor deal. “Only when 
we’re sure it’s good” is an outboard 
factory interested in a dealer who 
farms out his service. But manu- 
facturers admit that “circumstances 
alter cases.” 


The main ingredient is money for a 
beginning boat dealer. One _ sales 
manager said $3,500 to $10,000 was 
the spread for initial inventory, dis- 
play and service set-up, depending 
on the market. The return is a 32% 
margin, going at list, and this drops 
to about 25% in a wheel-and-deal 
market. However, operating on mo- 
tor maker money isn’t in the cards 
—most sales are sight draft with 

Continued on page 33 
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Appliances 


S. S. KRESGE CO. (680) 


Locally set up, locally run. That’s 
the pattern in Kresge’s pilot major 
appliance and brown goods operation 
in Atlanta, Ga., called “just a token 
trial,” by a company man in Detroit. 
Whether this local pattern will con- 
tinue after the 60-day test or wheth- 
er Kresge will junk it in favor of 
a national plan remains to be seen. 
Here’s how Kresge is selling now: 


Lines: Kelvinator majors (full free- 
standing white goods line), Emerson 
and Fedders air conditioners and 
Motorola brown goods. Local distrib- 
utors handle orders, warehousing. 


Sales people: Regular employees. But 
a company spokesman admitted, “If 
we went into it on a large-scale 
basis, we would have to have spe- 
cialized people.” 

Service, delivery, credit: Kresge’s 
stays away from these problems. 


Kelvinator’s factory branch handles 


APRIL 17, 1961 


them for its products. A local con- 
tract service company takes care of 
Emerson, Fedders and Motorola. 
Both service and delivery are includ- 
ed in purchase price. 

Though the Atlanta trial run 
steers clear of credit, Kresge could, 
conceivably, handle big-ticket financ- 
ing. The chain has begun a credit 
program, which includes a 20-day 
charge (no service fee) and an in- 
stallment plan, where monthly pay- 
ments are based on balance due and 
are worked out on a fixed scale. 


McCRORY-McLELLAN (445) 

Though this variety chain has an- 
nounced plans to try out major ap- 
pliance selling in four Orlando, Fla., 
stores, starting April 27, details of 
the program are far from firm. 

“We’re just testing there because 
we want to go into credit,” a com- 
pany spokesman in New York told 
EM WEEK. “That’s the only reason 
we’re going into appliances.” 

Then he laughed, “But the real 
joke around here is nobody knows 
how we’re going to do it. It’s a thorn 
in everybody’s side. We may throw 
the whole thing in the garbage can.” 





/MARKET REPORTS 


EAST . . . WASHINGTON— 
With the appliance trade slug- 
gish for the first three months 
of 1961, area dealers were look- 
ing for the predicted upturn. 

“March wasn’t too good for 
us,” noted John Slattery of Slat- 
tery’s. Slattery has a large vol- 
ume of service calls, and the poor 
weather which plagued the na- 
tion’s capital early in the year 
hurt his service trade. 

Todds, a large volume dealer, 
is maintaining last year’s sales, 
but, according to Buddy Gold- 
man, “it hasn’t been too profit- 


able.” The store, which averages: 


four to five newspaper pages of 
ads each week, has been pushing 
hard to sell more. “The early 
Easter has helped us—or will 
help us in the long run,” said 
Goldman. Todds has had an ex- 
cellent tape recorder volume 
especially Telectro. Goldman’s 
view of white goods, however, 
wasn’t as optimistic as Slat- 
tery’s. 

George’s tried out a new gim- 
mick to lure wary buyers—and 
found it fairly successful. A 33- 
hour marathon sale around 
Washington’s Birthday produced 
George’s biggest dollar volume 
this year. Since then, the store 
has run another—and also did 
better than average business. 

George’s picture overall was 
“spotty” at the suburban Prince 
George’s store. One good item: 
portable TV’s from $180 to $200. 





SOUTH ... BIRMINGHAM, 
ALA.—Appliance’ sales__shere 
were beginning to pick up and 
the outlook for this quarter was 
for gradual improvement. Wash- 
ers and dryers were leading the 
way. 

First-quarter sales finished be- 
hind those for the same period 
last year and dealers put the 
blame on unusually bad weather 
and unemployment (812% at the 
end of February). 

But despite the upturn, not all 
dealers were happy. 

G-E dealer Ed 8. Duddy of 
Billingsley - Duddy aired _ this 
complaint: 

“G-E seems to be expecting 
the dealer to adopt the Sears’ 
policy of no trade-ins. Most peo- 
ple, however, won’t buy a new 
appliance unless they can get a 
good allowance on their old one. 
So the dealer has to cut profits 
to meet trade-in competition.” 

Duddy reported laundries and 
ranges leading sales, refrigera- 
tors slow and electronics poor. 

Although some Norge dealers 
were disappointed with the re- 
sults of a promotion giving away 
certain appliances with the pur- 
chase of others, E. L. Rich, ap- 
pliance sales manager for Lynn 
Strickland, said it at least 
brought a good deal of traffic. 

Both Rich and Kenneth P. El- 
well, owner of Birmingham Ap- 
pliance and Radio Co., were doing 
best with laundry equipment. 

And for power mowers, the 
seasonal pickup was just begin- 
ning. 


MIDWEST .. . ST. LOUIS—Ma- 


jor white goods and television 


sales were dragging for most 
retailers though there were signs 
of a spring thaw. Both whole- 
salers and retailers reported 
some increase in the last ten 
days, but it still didn’t amount 
to a major pickup. 

“How’s' business?” brought 
such retailer responses as “aw- 
ful soft,” and “lousy,” but these 
replies were tempered by G-E’s 
St. Louis sales chief Al Eller- 
brach, who reported that “sales 
of the G-E V-12 washer have 
been very good.” Harry Bright- 
man, St. Louis Admiral distribu- 
tor, added: 

“The new ‘compactron’ tube in 
our television sets will give us 
a six-month lead on the compe- 
tition. And our new ‘Golden 
Eagle’ six-transistor pocket ra- 
dio is selling extremely well.” 

Two small but aggressive deal- 
ers reported a real sales doldrum, 
particularly in TV. Refrigerator 
sales were down, and price com- 
petition was slashing as much as 
20% on some models. Several 
other dealers, however, noted 
signs of firming. 

Dealers felt that prices, though 
still soft, had hit rock bottom, 
and the slightest buying surge 
would quickly move them higher. 

Everyone seemed to be long- 
ing for warm sunshine to lure 
housewives into a spending mood. 


WEST COAST .. . SEATTLE— 
All the local business prophets 
agreed that the recession had 
bottomed out and the indices 
would start a slow climb upward. 
Signs: Boeing, biggest employer 
in the Pacific Northwest, had 
started hiring again, after sev- 
eral years of curtailment, and 
lumber prices had bounced back 
in recent weeks after toboggan- 
ing for several months. 

Those two developments were 
good for the future outlook, but 
they hadn’t yet been translated 
into retail sales. Taxes got most 
of the blame. Dealers in general 
expected sales to improve after 
the April 15 tax deadline. 

March “died” in the middle 
for Fred Egge of Ware and 
Hosey after a good January and 
the best February in the firm’s 
history. Philco refrigerators were 
selling well, but TV was “aw- 
fully slow” and above-normal 
repossessions led to close scru- 
tiny of credit applications. 

Frigidaire dealers were re- 
lieved over the apparent end of 
a feud between Bruce Duncan, 
operating three stores, and the 
Bon Marche department store. 
Bon Marche, following a new 
“meet any price’ policy, adver- 
tised prices below the normal 
retail level. Duncan, objecting to 
the store’s attempt to set itself 
up as a “price policeman” took a 
full page to advertise his “‘entire 
Frigidaire stock at cost,” and 
quoted model numbers to prove 
it. When his stock ran out, he 
sent shoppers to Bon Marche, 
armed with the department 
store’s promise to meet any price. 

The feud lasted two weeks be- 
fore a normal price schedule re- 
turned. 
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AHEAD 
IN THE NEWS 


YOU THINK YOU’RE HONEST NOW? Just wait! Com- 


merce Secretary Luther H. Hodges is out to de- 
velop a Ten Commandments for American busi- 
nessmen. In a few weeks several well-known 
educators, clergymen and labor leaders will join 
a group of businessmen in D. C. at Hodge’s re- 
quest to draw up rules of moral and ethical be- 
havior to govern commercial life. Attorney 
General Robert F. Kennedy is sympathetic to 
the idea, spearheading the adminstration’s view 
that pricing violations are morally, as well as 
legally, wrong. s 


JAPANESE PRODUCTION: 318,655 TV receivers were 


cranked out in February, an increase of 1.8% 
over the comparable 1960 period. Shipments 
jumped 19.4% to 312,716 units while inventory 
fell to 37,283 units, a drop of 64.3% over Feb- 
ruary, 1960. Radio production hit 1,162,378 in 
February and inventory soared to a high of 
1,140,188 units. Reason for record high inven- 
tory: Over 36,000 all-wave transistor radios and 
80,000 medium-wave portable transistor models 
weren’t exported. Japan produced 6,572 radio- 
phonographs, shipped 6,581 and has inventory 
of 3,248. * 


THE NEXT BOOM IN CONSUMER SPENDING will be just 


one of topics covered during the fourth economic 
conference of the National Industrial Confer- 
ence Board, May 18-19, in New York. The meet- 
ing is open to businessmen in all fields. Although 
the conference covers the whole spectrum of in- 
dustry, retailing comes in for a healthy share of 
attention. The list of speakers is studded with 
company presidents, university professors and 
government officials. Write Conference Division 
Director, NICB, 460 Park Ave., N. Y.C. 22. = 


TV PRICE WAR GETS HOTTER IN BRITAIN where sales 


are sticky and inventory has been piling for 
months. General Electric Ltd. has just turned 
up heat with its biggest price cut to date amount- 
ing to about 25% across the board: 21s are cut 
from about $256 (U. S. dollars) to $209, 17s 
down from $185 to $144. U. K. makers feel that 
the end is not yet in sight. © 


TOKYO INTERNATIONAL TRADE FAIR opens April 17, 


at the same time that a Japanese trade mission 
is tilting with the new administration in Wash- 
ington over trade barriers. The show, which runs 
to May 7, gives manufacturers from all over the 
world a chance to show their wares to the Far 
East. Accredited business visitors get a red car- 
pet treatment including an interpreter. What to 
see: Everything from dynamos to fry pans. §& 


MULTIPLEX STANDARDS BY THE END OF APRIL was 


the prediction last week made by Harold Kassens 
of the Federal Communications Commission. 8 








a 


‘BIG BROTHER’S’ Combination radio-TV, tape recorder and record player 
above was produced in Red Chinese plant in Shanghai, 
? 
CHINESE VOICE? according to propaganda release received by McGraw- 
Hill’s Tokyo Bureau. But it’s hardly for home use. 
Designed for large assembly halls, presumably it gives 
groups of Chinese the official government line. 
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The Challenge Of Change... 


. . was investigated late last week 
by top retailers in a fast “moving 
conference held by the National Re- 
tail Merchants Assn. in Washing- 
ton, D. C. It was also the title of a 
dynamic speech delivered by Alfred 
C. (Tommy) Thompson during the 
conference ‘uncheon in the Statler- 
Hilton. 


“The months and the years ahead will 
certainly bring change. This holds 
especially true for the retail indus- 
try. We can certainly look forward 
to growing competition, especially 
between the now-matured shopping 
center and the downtown business 
areas. 1961 should be a year of 
progressive development,” Thompson 
predicted. 

Thompson, who is NRMA’s pres- 
ident as well as executive vice pres- 
ident of Miller & Rhoads, Inc., Rich- 
mond, Va., went on to outline three 
challenges of change: 

1—Family incomes, he told the 
assembled store executives, are mov- 
ing up with higher wages and more 


spending. He recommended that 
merchants meet this challenge with 
diversification of inventory § and 
higher priced lines. 

2—Changes in population age 
groupings present the challenge of 
what Thompson called “middle age- 
less” population. Merchants must 
shoot for the expanding teen and 
sub-teen market and the senior 
citizens. 

3—Customer interests, desires and 
motivations are changing, bringing, 
Thompson declared, still more ex- 
pansion in suburbia, a market for 
the ‘‘second-house” family, more at- 
tention to leisure living goods, and 
making credit buying easier for the 
hungry consumer. 


Other speakers at the NRMA Retail 
Clinic included: Sen. Hubert H. 
Humphrey (D-Minn.) who spoke off- 
the-cuff on “Small Business—Small 
World” and Benjamin M. Parker, 
Atlanta lawyer, who gave the audi- 
ence tips on tax aspects of retail 
installment sales. 





At NARDA, The Search Goes On 


For the time being, at least, the 
National Appliance and Radio-TV 
Dealers Assn. will get along without 
an executive vice president. 

The resignation of Gail Pinkstaff, 
who held the job for a little over a 
year, became effective Saturday. But 
the three-man committee which will 
pick Pinkstaff’s successor still hasn’t 
reached a decision—and won’t for a 
week to 10 days. 


A dozen candidates were interviewed 
by the committee in Chicago a week 
ago. The field has been pared to two 
or three names. 

On the NARDA interviewing com- 
mittee are: 
e NARDA President Vic Joerndt of 
Kenosha, Wis. 
e Veteran dealer Harry Price of 
Norfolk, Va. 
e NARDA’s grand old man, Mort 
Farr of Upper Darby, Pa. 

Their problem: “We’re just as 
anxious to reach a solution as can 


be,” according to Price, “but we 
don’t want to make a mistake. We 
still want to talk to more people.”’ 


What ideas had they about NARDA’s 
future, candidates were asked by 
the committee, which was closeted 
with each nominee for an hour and 
a half in Chicago’s posh Drake 
Hotel. Questioners probed each can- 
didate’s background, as well. 

The rest of the committee work 
will be handled by conference tele- 
phone calls. 


Temporarily replacing Pinkstaff until 
a new man is named will be Michelle 
Rogers, assistant to the executive 
vice president. 

Also, President Joerndt will be 
commuting to Chicago from nearby 
Kenosha. 

Pinkstaff’s successor may be in- 
stalled in his Merchandise Mart office 
within a month. “We hope to work 
this out soon,” said Price. 
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..IS fepresented at the factory by a Dealer Council, active appliance 

dealers who consult and advise in matters affecting dealers 

as the backing (in writing) of a billion dollar corporation — 

in a joint pledge of quality, honesty, and fairness to his community 

* Speaks directly to millions of prospects on network television — 


-HAS THE MOST VALUABLE RETAIL paid for by a company that advertises its dealers ...not just itself 
FRANCHISE IN THE APPLIANCE INDUSTRY ..sellsthe completely Frost-Free Center Drawer Refrigerator 
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*K It’s the most talked-about appliance in years . . . the kind of bold, crisp and store-fresh . . . is completely Frost-Free in all three sections. And 
imaginative product that helps give Westinghouse Dealers a big edge ina __it’s earned the famous Good Housekeeping Seal. For details on the industry’s 
highly competitive business. The new Center Drawer Refrigerator keeps most valuable franchise, call your Westinghouse Distributor. . . or write Dealer 
meat fresh 7 days without freezing . . . keeps a week’s supply of vegetables Development Dept., Mansfield, Ohio. You can be sure... if it’s Westinghouse. 
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Brand Names Tune In On Premium Volume 


A record-setting premium show 
ran in Chicago last week. More big 
names than ever had decided to take 
the premium plunge. The total ran 
this year to 474 spaces and 445 ex- 
hibitors, up some 30 names from a 
year ago in Chicago. 

The names were the thing, and in 
them can be seen the trend: Every- 
body is interested in the volume the 
premium business represents. Here’s 
a sampling from the “first-time” 
list: Bissel, G-E (first time on its 
own), Admiral, Zenith, Baumritter, 


Dominion, Iona, Puritron, Northern 
Electric. 

The premium show brings to- 
gether manufacturers of housewares 
and companies which use them as 
premiums—large retailers, stamp 
companies, supermarket chains and 
contest sponsors. 

In hardly any case did these ex- 
hibitors have a well-defined objective 
in showing in Chicago. Time and 
again they said, “Well, we know 
we'll get some business, and this is 
how it’s done.” 


Hats wait patiently while their owners are busy shopping Chicago’s premium ‘show. 


They were getting business, but 
* then, most of them already had some 
premium business. Bissell, showing 
for the first time, nonetheless had 
a line-up of sweepers labeled with 
their premium accomplishments. 
Northern Electric, a practiced pri- 
vate-brander, had private brands to 
offer, but would rather talk business 
on the regular top-end Northern 
blankets. 


New products on view demonstrated 
the importance of the show to many 
companies who chose to show new 
lines to premium buyers. Note- 
worthy were: 

West Bend: Battery-powered “Ka- 
bob ‘n Grill” at $29.95; “Party 
Perk” for 12-30 cup brewing at 
$39.95; stainless 10-cup coffeemaker 
at $24.95, including removable con- 
trol. 

Rival: A _ five-unit battery of 
kitchen aids sporting a new ‘“Vac-O- 
Matic” base, a cam-operated suction 
base for use on smooth-top tables. 

Sessions: Half a dozen new dec- 
orator clocks, including two mantle- 
piece clocks in traditional designs, 
at prices from $9.98 to $24.95. 

Bissell: $3.98 car cleaner kit in- 
cluding applicator and shampoo. 

Thor: SpeedShiner shoe polisher 
to be sold only as a premium at 
$34.95 list, plus last year’s Speed- 
Snips at $7.95. 


The national brands trend continued 
unabated, another move backed by 
the new names. Baumritter, for ex- 
ample, laid heavy stress on its Viko 


line as a high-level premium, choos- 
ing the No. 19 swivel chair as an 
\item with special appeal to execu- 
tives. 

Admiral staffed its first-time ex- 
hibit with national accounts men 
pulled to Chicago for the show. The 
big pitch was for radios, based on 
the appeal of the Admiral $9.95 
leader—the same appeal that has 
such accounts as AMC taking on the 
Admiral line. 

G-E’s presence—previously the 
line was shown without direct fac- 
tory participation—provided another 
brand-name bellringer. Also in the 
big name group showing were Phil- 
co, Westinghouse, Sylvania, Cory, 
CGS, RCA Victor, Capitol Records, 
Corning, Westclox, Hamilton Beach, 
Knapp-Monarch, Landers, Frary & 
Clark’s Universal, Manning-Bow- 
man, Mirro, Presto, Oster, Sunbeam, 
Regina, Skil, Toastmaster, Waring 
and Wearever. 


Touting the trends were speakers at 
the scattered Premium Advertising 
Assn. of America luncheons and 
meetings. One after another speak- 
ers exhibited a justified chestiness 
over the new stature of premiums. 
They also indicated a desire to keep 
things running this way. 


Policing the business was a problem 
bothering many, and Raymond Icely 
of Wilson Sporting Goods put his 
finger on it: “We believe we should 
set up an informal policing agency 
of representatives from all phases 
of the business. This group would 
monitor premium ads and protest 
to those who abuse the principles of 
legitimate-value advertising and rea- 
sonable premium quality.” 





Manufacturers And Dealers 
Look At Product Displays 


Product displays, are no good as 
sales tools if ‘they’re resting in the 
bottom of a wastebasket. Manufac- 
turers know this and it’s the reason 
why they’re interested in the fact 
that a large percentage of their mul- 
ti-colored sales stimulants end up in 
retailers’ trash buckets. And it’s why 
more manufacturers have been ask- 
ing themselves why retailers fail to 
take more advantage of the sales and 
profit potentials that are inherent in 
good point-of-purchase display ma- 
terial. 


Manufacturers claim that there are 
several reasons why so much “good 
product display material is sentenced 
to the profitless doom of the waste- 
basket.” Some retailers, they ex- 
plain, simply are unaware of the 
potential of product display mate- 
rial; others don’t care, and still 
others feel that they are specialists 
in the design of point-of-purchase 
displays and would rather create 
their own. 

“Communications has always been 
a problem between manufacturers 
and _ retailers,” one housewares 
maker told EM WEEK. “But it’s weak- 
est whenever we talk to retailers 
about product displays. When we 
can send a representative into a 
store to do the actual work involved 
in setting up an effective display, re- 
tailers are more than willing to use 
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the material. But when we send the 
display material along with their 
merchandise, it’s not always used. 

“Let’s face it,” he continued, “I 
don’t think there are many manufac- 
turers that could afford to constantly 
keep a force in the field just to set 
up display material for retailers.” 

Manufacturers told EM WEEK that 
product displays are an integral part 
of their overall advertising pro- 
grams. National advertising, they 
explained, is intended to make po- 
tential buyers want to buy a specific 
product or line while local advertis- 
ing tells them exactly where in their 
own market they can find the prod- 
uct. Point-of-purchase product dis- 
play advertising, manufacturers em- 
phasized, is the final, and perhaps 
most important link in the whole 
chain because it’s responsible for 
getting the buyer’s pre-conditioned 
impulse to buy into motion at the 
point-of-purchase. 


But retailers see the other side of the 
coin. According to Joseph Rowen, ad- 
vertising sales manager for the W. 
T. Grant Co. variety chain, “Manu- 
facturers have come a long way in 
the last 10 or 12 years but they’ve 
still got a long way to go if they 
want retajlers to utilize more of 
their product display material.” 
The biggest weakness in today’s 
crop of display material, according 


to Rowen, is that manufacturers still 
assume that all retail outlets—de- 
partment stores, discounters, variety 
chains, and independent stores— 
should handle display material and 
merchandising in the same way. 
“Manufacturers forget or are bliss- 
fully unaware of the fact that 
different kinds of retailers tend 
to merchandise differently,” Rowen 
stressed. “Besides that,” he continu- 
ed, “all stores don’t have the same 
size windows, counters, price cards 
or fixtures. A retailer isn’t going to 
spend his time trying to make a 
large display fit his counter or win- 
dow. He’ll toss it into the waste- 
basket first.” 

What’s the answer? According to 
Rowen, manufacturers should sit 
down with the display or sales pro- 
motion managers in the different 
types of retail outlets and discuss 
what kind of display material is best 
suited to each operation. Then man- 
ufacturers should design and use the 
material best suited to each kind of 
outlet. “It might be more expensive 
initially,” Rowen conceded, “but in 
the long run, manufacturers would 
save money because they would get 
a bigger percentage of product dis- 
play and less wastebasket decora- 
tion.” 

And what kinds of product display 
material do retailers want most? Ac- 
cording to EM WEEK’s survey, most 
retailers want displays that are 
small, tell a brief and effective sales 
story, and are easy to put together. 
They don’t want large bulky card- 
board “signs” that do as much to 
hide merchandise as they do to sell 
it. 





Casco Bets $10 


That’s the figure the Bridgeport, 
Conn., electric housewares manufac- 
turer has put into the new, direct-to- 
dealer Lady Casco line. The man the 
company is betting on is Leonard 
‘Cramer, president of Casco. 

Cramer came to New York last 
week to sign the first store—Ham- 
maeher-Schlemmer—to Lady Casco’s 
reciprocal trade agreement, which 
promises among other things, to en- 
force Fair Trade “wherever pos- 
sible.” 

At a press luncheon in the New 
York Athletic Club, Cramer stated 
that the company expects to exceed 
$6 million in sales this year. But he 
added: “I don’t believe we ever want 
Casco to get over $20 million.” 


He told EM WEEK that Lady Casco 
was planning to introduce ‘a new 
concept in coffeemakers” at next 
July’s Housewares Show in Chicago. 
Although he declined to elaborate, he 
did say the new unit also could be 
used to heat other liquids. 

Dominic Tampone, president of 
Hammacher-Schlemmer who praised 
Casco’s attempts to protect the re- 
tailer, said after the luncheon that 
his store “would now  underplay 
other electrics that have been taking 
price beatings.” 

Cramer promised franchised deal- 
ers that shipments of the Lady Casco 
line would get underway the first 
week in May. He noted that so far 
more than 700 retailers had applied 
for Casco franchises. 
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How Macy’s Tests H’wares 


Part of Ephraim Freedman’s job 
with Macy’s is tearing apart the 
store’s merchandise. He does this as 
director of the department store’s 
bureau of standards, which he 
founded 34 years ago. 

With his assistant, Daniel Chau- 
cer, manager of the laboratory, and 
a staff of technicians and chemists, 
he disassembles and subjects to se- 
vere tests more than 9,000 items a 
year, approximately 25% of which 
are housewares. Claiming to be the 
only department store in the coun- 
try with a bureau of standards, 
Macy’s is set up to test anything 
from golf balls to refrigerators. 

The store rejects or accepts a 
product on the basis of the bureau’s 
findings. “Our rejections have never 
been countermanded,” the 68-year- 
old Freedman stated. He noted that 
in many cases manufacturers recti- 
fied product defects in order to sell 
their wares to Macy’s. 


How can a manufacturer improve his 
product? In his office-laboratory at 
the Herald Square store, Freedman 
suggested two ways this could be 
done: 

“First, manufacturers have to im- 
prove the quality of their quality 
control. Where quality control at a 
plant is not under the thumb of the 
production manager, but is the re- 
sponsibility of the company’s presi- 
dent, the number of rejects will be 
lessened.”” He noted that often a pro- 
duction manager will allow a defec- 
tive product to pass quality control 
because he feels it would cost the 


company too much money in produc- 
tion delays to rectify the defect. 

“Secondly, greater emphasis should 
be placed by a manufacturer on the 
type of packaging he uses for ship- 
ping his product. Too many house- 
wares, particularly electric appli- 
ances, arrive at the store damaged 
because of faulty packing.” 

The consumer level is another area 
where producers could take more 
precautions against rejects and re- 
turns, Freedman pointed out. “As 
electrics become more complicated, 
communication to the consumer be- 
comes more important. Articles that 
must be cleaned or assembled should 
contain clear and concise printed in- 
structions. Too often this is not the 
case.” Freedman is responsible for 
creating a group of symbols, to be 
sewn on clothing and other soft 
goods, which signify the proper care 
and treatment of all fabrics. He re- 
vealed that he had been approached 
by some housewares leaders to “do 
something to improve the standard 
of electrics. Nothing specific.” 


Are all Macy’s items tested? No. A test 
of a product may be undertaken for 
four reasons: (1) a buyer may re- 
quest a test of a specific item; (2) 
the bureau may initiate a test of any 
item in the store; (3) customer 
complaints may result in a product 
being tested and (4) all merchandise 
for Macy’s own label is tested. 

On the last point, Freedman told 
EM WEEK that he was now testing a 
can opener that the store is consider- 
ing for its private label program. 
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L. F. Cramer (left) and Dominic Tampone sign contract for Lady Casco franchise. 


“Through dealership agreements,” 
Cramer said, “we feel we can supply 
the need for quality appliances that 
can be sold on a price basis competi- 
tive with discounted appliances of 
other manufacturers. At the same 
time, the dealer will receive a sub- 
stantial markup—perhaps three or 
four times the current markup.” He 
noted that dealer margins would 
range from about 19% to 36%. 

He also promised retailers that 
Casco would support local advertis- 
ing with its own national ads. 
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He said also that it was his com- 
pany’s aim to become a vertical 
company and manufacture all the 
products and components now in the 
line. At present, the motor for Cas- 
co’s eye-catching Chef-Mate, the 
multi-purpose appliance, and other 
items in the Lady Casco line, is not 
made by Casco. 

Tampone, commenting on current 
retailing methods, said that generally 
“service has gone by the boards. 
Today, stores are acting merely as 
warehouse distribution points.” 
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HOW DO YOU START A REVOLUTION? According to 


Landers, Frary & Clark, you schedule a series 
of “Best Dressed Mother And Daughter” con- 
tests in department stores throughout the coun- 
try similar to the contest successfully staged in 
Chicago last December. “Besides the prime ob- 
jective of promoting Universal appliances, the 
contest is a natural for getting prospective 
housewares buyers into a store,” an LFC official 
explained.. Local TV commercials, newspaper 
ads, and window and floor displays all increase 
store traffic by inviting mothers and daughters 
to take part in a store’s search for “The Best 
Dressed Dolls On Main Street.” Prospective con- 
testants can get their contest entry blanks only 
after they’ve witnessed a demonstration of the 
Universal iron. * 


HAMILTON BEACH HAS EXPANDED ITS VP LINE to in- 


clude a line of promotional electric blankets. 
Available in twin-bed single-control ($19.95), 
double-bed single-control ($22.95), and double- 
bed double-control ($27.95) models, the blankets 
are designed for volume movement and step up 
to the higher-ticketed line at the point of sale. = 


THREE NEW CORDLESS ELECTRICS ARE IN THE WORKS 


at Minitone Electronics, Inc., New York. One 
product—a cordless electric pencil sharpener 
that lists at $12.95—is already on the market. 
Still to come are two cordless slicing knives 
($19.95 and $12.95) and: an electric pot 
cleaner. a 


NOW THE ENGLISH HAVE SLIPPED INTO the greaseless 


fry pan market in this country. Last week the 
Gimbel’s stores in New York and Philadelphia 
announced to their customers that they could 
buy a 9-inch Nevastic (fluon-coated) fry pan— 
complete with the by now traditional wooden 
spatula—for $4.99. The price is considerably 
less than the $6.98 that Macy’s is asking for its 
Teflon-coated T-Fal (French) pan or the $6.95 
tag that Abraham & Straus hung on its algoflon- 
coated Montecatini (Italian) entry. Though sey- 
eral American manufacturers have indicated 
that they were interested in the greasless cook- 
ing business (EM WEEK, Feb. 6, p.7), only one 
—Club Aluminum Products Co., La Grange, III. 
—has definite plans for sliding into the market. 
Club Aluminum plans to market a 9-inch Tefion- 
lined pan by the end of April with a $6.95 tag. = 


THERE ARE NO PLUGS FOR MOTO MOWER in the com- 


pany’s new 24-page “Lawn Care Guide.” The 
booklet contains advice on lawn care for home 
owners all over the country, including tips on 
seed selection for various climates, feeding, lim- 
ing, reseeding, aeration, lawn weeds and lawn 
maintenance. Price of the booklets individually 
is 25 cents, but they’ll be offered to dealers at 
“reduced prices for quantity order.”’ “ 
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STROMBERG-CARLSON IS SERIOUS about returning to 
the consumer market, backed up its words with 
new stereo line showing (price range: $199.95— 
$495) in New York last week, plus guarded 
hints of more to come. The 26-unit lineup breaks 
down this way: 710 and 720 series feature four 
speakers, 5 watts music power per channel; 740 
and 760 series, 10 watts per channel and six 
speakers ; 770 and 780, 10 watts per channel and 
eight speakers. An AM-FM tuner adds $80 to 
list anywhere in the line. Special feature of sev- 
eral models: Matched heavy-duty woofers which 
fire into the floor. Stromberg claims this directs 
very low frequencies into space between wall 
and floor, dramatically raises bass efficiency. = 





HIDING PREFERENTIAL PRICES under the cloak of 
“brokerage payments” drew FTC fire in two 
separate cases last week. Though neither com- 
plaint involved appliances, the principle—if 
FTC wins its case—will apply to all industries. 
Here’s how the allegedly illegal procedure 
worked: A manufacturer set up two price scales, 
one for jobber sales and one for carload sales. 
Salesmen were paid 3% commissions on the first 
category; 6% on the latter. So, the manufac- 
turer argued, he was justified in giving lower 
prices to jobbers. But FTC said otherwise, 
charging that the manufacturer was exagger- 
ating his cost spread between the two classifica- 
tions to hide preferential pricing. = 


BROWN GOODS IMPORTS ARE COMING UP ROSES on 
at least two fronts. Leonard Ashback, president 
of Wilcox-Gay Corp. (Grundig Majestic im- 
porter and distributor) reporis first-quarter 
sales were 20% over 1960 levels. And 1960 total 
sales were 26% over 1959’s. 

At Delmonico, Herbert Kabat, executive vice 
president, had even higher percentage rises to 
report: First-quarter shipments (of Japanese 
and West German brown goods) were 46% 
ahead of 1960 levels. And March was 71% over 
March, 1960. . 


A NEW YORK-TYPE SALON IN WASHINGTON, D. C., the 
first of its kind there, will be opened by Philco 
in May. The downtown 4,000-sq.-ft., street level 
appliance display will show but not sell the com- 
plete Philco line. Salon pitchmen will work with 
dealers, maintain public prestige display. « 


PLANNING A PARIS VACATION? Shoot for May 18-29, 
dates of Paris International Trade Fair. High- 
spots: First permanent U.S. show pavilion on 
foreign soil, house of future, individual displays 
by 182 American companies. * 


A CODE OF ETHICS IS IN THE WORKS for electrical 
equipment and appliance manufacturers. A spe- 
cial NEMA committee will report out an outline 
of an ethical practices code at the next NEMA 
board of directors meeting. s 



























“oa rr 


Presenting the case for continued U.S.-Japanese trade, Kiichiro Satoh, leaning over 


mike, leader of high-level economic trade mission and chairman of the Mitsui Bank, 
talks to Chicago press conference about benefits of free trade. 





Pondering labor, wage problem: Tokusa- 
buro Kosaka, of Shin-Etsu Chemical Co. 








Making point for free trade: Goro Inoue, 
president of Chubu Electric Power Co. 


Showing concern over growing sentiment for protectionism in U.S., from left: Toyo- 
nobu Domen, head of Ajinomoto Co.; Toshiki Sakurai, president of Mitsubishi Nippon 
Heavy Industries; and Noboru Goto, head of Tokyo Electric Express Railway. 


Japan Is 


Seven of Japan’s top businessmen 
—members of a high-level economic 
mission sponsored by the Japanese 
government—clearly reflected grow- 
ing concern over U.S. trade as they 
arrived in Washington, D.C., for a 
week of talks with President Ken- 
nedy, government officials and labor 
leaders. 


Protectionism is the problem. The 
sentiment for it is growing in the 
United States, the Japanese believe, 
and they are particularly concerned 
about the attitude of some labor 
leaders who are blaming unemploy- 
ment problems on imports—for ex- 
ample, the threatened boycott of 
Japanese electronic products by the 
IBEW local in Chicago (EM WEEK, 
March 6, p. 8). 

The trade mission’s point of view: 
Mechanization and misunderstand- 
ing, not imports, are at the root of 
current difficulties. 
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Worried 


The Japanese, who will meet dur- 
ing this week with CIO-AFL Presi- 
dent George Meany, also have an 
answer ready if they’re challenged 
on their nation’s wage rate. Basically, 
they’ll argue that although their 
wages don’t compare with American 
standards, Japanese workers don’t 
produce at the U.S. rate, either. 

“Tf an American worker’s produc- 
tion is rated at 100%,” explained 
mission member Tokusaburo Kosaka, 
president of the Shin-Etsu Chemical 
Industry Co., “then Japanese work- 
ers produce at only 40%.” 


The basic Japanese argument: Trade 
is a two-way street. The mission, 
backed by facts and figures, has 
tried to hammer this point home all 
along the road to Washington in 
meetings with businessmen in San 
Francisco, Los Angeles, Chicago, 
New York and Philadelphia. 
Continued on page 36 


Special Dispensing Kit 


Dispenses shampooing solution, floor- 
scrubbing detergent, and liquid wax. Deluxe 
kit includes quart container, handle trigger, 
plus Hoover's exclusive, 

self-adjusting shampoo 

brushes that turn detergent 

into foam before it reaches 

carpet. Kit also available 

without shampooing 

brushes. 
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ALL-NEW HOOVER POLISHER 


—lets you offer these extra features at a volume price! 


This Hoover Model 5130 is designed completely 
new from the tiniest screw. 

No more splashing. An entirely new power sys- 
tem and new splash-guard design end splatter 
on moldings and furniture. 

New lighter weight. Only 9%4 pounds! Easier 
to use, easier to carry, easier to store. A feature 
women really appreciate! 

New conveniences. Special stabilizer virtually 
ends vibration and “wander’’. Brush-changing 
is now quick as a wink. Magic Handle turns 
polisher on or off automatically. 

Helpful attachments. Includes two sets of 


brushes, a set of new waxing and cleaning pads, 
and felt buffing pads—extra features to help 
close a sale fast! 
New design. Easier to get into small areas— 
under toe-space. Color-styled in two-tone Fawn 
with Pearl trim. 

Mr. Dealer, the polisher market is booming. 
More than a million sold last year! And here’s 
a polisher with the features, price, and famous 
brand name that’ll capture more sales for you. 
Get the details—on price, profits, and promotions 
—from your Hoover representative soon. The 
Hoover Company, North Canton, Ohio. 


HOOVER 


FINE APPLIANCES. ... around the house, around the worlds 
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The complete polisher line from 
the best-known name in floor care 


/ 


Shampoo-Polisher—for 
power rug shampooing. 
Scrubs, waxes, polishes 
bare floors, too. 

Model 5240. 


Promotion-Priced Polisher 
—waxes, polishes, scrubs 

floors. Handle shortens 

for table-top polishing. 

Model 5450. 





YOUR personal BUSINESS 


Smokers: Cigarettes are tax targets in a number of state legislatures 
this year, much to the chagrin of the Tobacco Tax Council, which moans, 
"The activity is greater than in 1959—a record year for cigarette tax 
increases." So far, at least three states, Idaho, New Mexico and West 
Virginia have boosted taxes on cigarettes, while Pennsylvania made 
permanent a former emergency 1 cent levy. 

Possible increases are being considered in at least 14 other states, 
including Illinois, Iowa, Maine, Maryland and Minnesota. (Three 
states have no cigarette tax at present: Colorado, Oregon and North 
Carolina. ) 
~ Lawmakers in only one state—North Dakota—have killed a proposed 
tax boost this year. The increase, which was approved by the state's 
lower chamber, would have been from six cents a pack to ll. 
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Thinking about buying a house? Unless you're in a position to plunk 
out a lump purchase sum, you're facing one of the most important finan- 
cial moves of your life. And you're probably worried about how to 
handle your mortgage. 





Chief questions: Should you arrange for financing on the basis of a 
little down and a high mortgage and interest? Or should you put down as 
much as you can possibly afford and keep mortgage and interest low? 
The answers can vary from case to case, so it's best to talk the trans- 
action over with your financial advisor or bank before signing any 
papers. 

But there are some general rules: 





The cheapest method of financing—putting down as much cash as you can 
and thereby holding interest charges to a minimum—is not necessar- 
ily the wisest for you. 

For instance, putting a small amount down and carrying a high mort- 
gage at a less expensive rate can work to your advantage if you're 
planning to resell your house at a future date. Reason: A buyer can take 
over your mortgage and your house without having to put down much cash. 

If, on the other hand, your mortgage is a modest one, you'll have to 
find a buyer who either (1) can afford a big down payment or (2) can 
arrange for extensive financing. This limits the field. 

Another example where a small down payment and a large mortgage can 
work for you: In paying your taxes. The interest you pay is a tax de- 
duction, so the higher it is, the more you can deduct. 

What's more, you may feel you have better places to invest your 
available funds than in a down payment. Or, you may need cash for other 
purposes. 





There are advantages to making a large down payment and taking a small 
mortgage, too. Whichever path you choose depends on your particular 
case. 

One good reason for handling your financing this way: You can save 
quite a bit in interest charges. If you put virtually no money down 
and contract for a lifetime mortgage you can, over the term of that 
mortgage, pay almost as much interest as your original purchase price. 

(A 6% interest charge on $10,000 comes to $600 a year. Over 10 years 
—even though amortization is reducing the interest cost—you can see 
that the interest on a typical mortgage can run into thousands of dol- 
lars.) 

Another reason to have a large equity in your house: It will help you 
in unexpected financial emergencies. If the holder of your mortgage 
knows you have a substantial amount in your house, he'll be more in- 
clined to carry you through rocky times than if you were in debt up to 
your ears. 








Remember, before making a final decision, you should see someone who 
knows your financial situation, future plans—and mortgages. One ex- 
cellent nomination: Your banker. 








“Never mind what I paia 
for it, Madam .. .” 








MORT FARR SAYS 


Co/or Television 
1 Offers Us All 
=< New Frontiers 


NARDA’s New Frontier committee has had 
terrific response on the plan to promote the sale 
of low saturation items. Of course, President 
Kennedy and the rest of us interested in pushing 
forward toward new frontiers find it isn’t easy. 


‘One of the most likely new frontiers in our busi- 
ness is color television. Now in its sixth year, color 
has been bogged down by lack of cooperation 


from most manufacturers, the ABC and CBS net- 
works, by distributors—yes, and even by dealers 
having a franchise which offers color TV, but 
who are unwilling or unprepared to promote it. 
Sales of color TV have been hampered by lack of 
understanding, and misconception; by poor. dem- 
onstrations and by outright unfair destructive 
criticism by its critics and opponents. We heard 
about service difficulties, unrealistic color recep- 
tion, too few programs and of how much better 
and cheaper sets would be very shortly. 

Most everyone admits that the future of the 


‘ television business is color. Yet just as every- 


body wants to get to heaven but nobody wants to 
die to get there, most people in our business 
seem content to just wait for something to hap- 
pen. I keep hearing from dealers and manufac- 
turers that when color TV gets off the ground, 
they will get into it. 

The fact is that color TV is off the ground! 
To begin with, there are now eight manufacturers 
making or selling color TV ; combined they repre- 
sent over 50% of the volume in black-and-white 
television. Total sales for 1960 in color equipment 
and sets were over $100 million, which just a 
few years ago would have been considered a ter- 
rific volume in radio. It is virtually certain that 
1961 sales of color receivers will reach at least 
150,000 sets, and this will be equal in dollars to 
over 400,000 black-and-white sets. 

Color television prices are not too high. We are 
just selling our black-and-white television too 
cheaply. 


The big problem is not the price. It’s making 
people want them enough to pay the price. From a 
dealer standpoint, not only is it more profitable 
to sell one $500 set than three $150 ones, but 
when you sell a color TV, you can get $29.50 for 
90 days’ and $69.50 for a year service policy in- 
stead of giving away from three to 12 months of 
free service on a low-price black-and-white set. 

Today sets are reliable, stable, easy to tune 
and, above all, are as service-free on the average 
as black-and-white sets. Any good service man 
with proper instruction and experience can soon 
become proficient in servicing color. 

As for programs, NBC plans about twice as 
much programming this fall as last, and at pres- 
ent is broadcasting an average of 41% hours a day 
in color. It is significant that two great compa- 
nies, DuPont and Eastman Kodak, changed net- 
works so that they could broadcast in color. 

It would appear likely that the other networks 
will have to start putting on color shows. Like- 
wise, I can’t see how the rest of the major TV 
set manufacturers can put off their entry into 
the manufacture and sale of color sets. It would 
seem logical to me that G-E particularly would 
want to get into color television, if only to protect 
their dealers who handle G-E products exclusively. 

The color TV industry is not just a manufac- 
turer bringing out another set. This is a new in- 
dustry and can be a most profitable one for all of 
us. To be able to sell color successfully, a dealer 
must first believe. Then, he must have a set in his 
own home and his salesman’s home. And, finally, 
he must have a good display of sets and be able 
to demonstrate color in his store. 

Color television could be the new frontier that 
might spark the American economy, not only by 
sales of sets, but by the impact that color TV 
commercials would have on the sale of many 
products. 
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HOW RUGGED CAN 


A WASHER BE? 


oy Torture tests prove top performance of 
Toothpicks, nails and needles, matches and bobby =: 1961 General Electric Filter-Flo’ Washer 


the new Filter-Flo Washer. Will the newly-designed pump it gaa 
dispose of them? It will. And thus, the pump clogging S Guaranteed by > 
problem, common to so many washers, is just about elim- a eee - 
inated from the new General Electric Washer. Seana 


* 


Hitting a solid wall. Shoved down a steep moving ramp, the crated washer slams 
against a stationary wall. Why? To simulate the shocks encountered in shipment 
and to assure the washer’s arrival to your store in A-1 shape. 
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15,000 towels washed—8000 quarts of bleach used —six 
months of test operation in home use and coin-operated 
laundries. More than one million wash tests... 

All these prove out the new General Electric Filter-Flo 
Washer, show it to be the most ruggedly tested General 
Electric has ever produced. 

What does it mean to you? It means you’re selling more 
performance, fewer service problems, that’s what. It means 
happy customers who stay sold. 


Promise your customers better washability—even when 
the washer’s loaded to the new 12-pound capacity. Promise 
them low vibration—so important when the wash- 

er is installed in family living area. zs @B. 


Promise them the quality and dependability that 
General Electric delivers. General Electric Com- 
pany, Appliance Park, Louisville 1, Kentucky. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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1) LOOKS AT SIDELINES 


finn 
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fy} ld 
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o\= Stale 


“Mr. Stein, I’ve been an appliance salesman for 17 years and I don’t in- “Bill, is there any spiff on this stuff?” 
tend to argue with that woman about a dent in a 49 cent saucepan!” 
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“I don’t give a damn what the markup is 
on patent medicines . _.” “With our upper class suburban clientele it seemed like such a natural sideline .. .” 























“It’s just a little sideline .. .” “It’s just a little sideline .-. .” 
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NOWHERE 
ELSE 


in the United States 
can you reach 


OUT OF 
10 


newspaper readers in 
























a rich, million-plus 
metropolitan area 
with one newspaper 
at one low cost. 


ONLY IN 
“nh 
Tht 


JOURNAL 


Only eight U.S. cities 
have a bigger daily pa- 








per than The Journal. 
And in none of these 
big markets can you 
get such complete one- 
paper coverage. 

When picking big 
newspaper markets re- 
member the best buy in 


buy-lines... 







THE 
MILWAUKEE 
JOURNAL 


375,950 daily — 513,647 Sunday 


Member of Million Market Newspapers, Inc. 
New York «¢ Chicago °¢ Detroit 
Los Angeles + San Francisco 
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AIR CONDITIONING 


THE SEASON'S BEGINNING for room 
air conditioners and EM WEEK will 
tell you next week what they are 
(specifications on all major models) 
and how to sell them. With the sea- 
son for profits approaching, you 
can’t afford to miss this exclusive 
feature. 





THE AD THAT “SHOOK” 
7 MILLION READERS! 


The ad below, for Manitowoc appliances—appearing in leading 
family magazines such as Good Housekeeping, Parents, etc.— 

makes some rather bold claims. In effect, it challenges every other 
manufacturer of freezers and refrigerators. It is dramatic. 

It is controversial. It is strong. So strong that one of the magazines 
asked for documented proof of each statement. Proof was 
presented ... and the ad accepted without further question. 

It is a “shock” ad that stirs interest .. . gets people to think 
... to ask questions . . . and to come to the conclusion: 
“THERE IS A DIFFERENCE IN FREEZERS!” 


| just earned $17°" 



















empty the water bin ands 

turn off the —— 
switch. It’s the easiest 
;  duceniog consistent 





Betore you buy any freezer 


check the economies and 

. g00d Management advantages 
of Manitowoc—a size and 

Style for every quality minded 

family— including chests 


Divisy on of the Monitowoc Co. inc combination refrigerator 
Manitowoc. Wis and freezer models 











These Manitowoc “DIFFERENCES” are important to you 

as a retail appliance dealer because no up-and-down temperatures 
mean better food protection for your customers. Manitowoc 
frost-free shelves without the expense of automatic defrosting 
means a more attractive price tag. No extra defrost load means 
freedom from service problems. 


GET THE STARTLING FACTS ON THE COMPLETE LINE OF MANITOWOC FREEZERS, 
REFRIGERATORS AND REFRIGERATOR/FREEZERS. MAIL THIS COUPON TODAY FOR 8 PAGE 
FULL-COLOR DESCRIPTIVE FOLDER TOGETHER WITH DIRECT-TO-DEALER PRICES. 


Manitowoc Equipment Works ‘Rush complete line folder and direct-to-dealer 


na als ptm ome Oat prices on the Manitowoc Imperial line. 
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Address 








City State 
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Quick facts on the annual Home Goods Data Book 


FUNCTION To combine operating guidance and highly accu- 
rate product information for home goods merchandisers in a 
single, annual reference book. 


FORMAT 8%” x 11%” page size; top quality, fine-screen re- 
production; hard cover; Perfect-bind for lie-flat reading. 


CIRCULATION Approximately 48,000: nearly 41,000 regular 
Merchandising Week subscribers; 5,000 hand-picked, top quality, 
supplementary housewares coverage; 2,000 for distribution at 
shows, new subscribers, etc. 


ADVERTISING RATES Identical to Merchandising Week’s 
basic bulk rates. Advertisers have the advantage of more favor- 
able rates earned through use of Merchandising Week; however, 
Data Book advertisements will not affect the advertiser's earned 
rate in Merchandising Week. Special insert rates. 


ISSUANCE AND CLOSING The 1961 Home Goods Data 
Book will be distributed as Part || of the July 3, 1961 issue 
of Merchandising Week. Reservation date May 3, 1961. Closing 
dates, r.o.p. advertisements May 15; inserts June 1. 


EDITORIAL STAFF Home Goods Data Book has its own edi- 
torial staff, as well as the full resources of Merchandising Week’s 
editorial staff and all McGraw-Hill bureaus, departments and 
data facilities. 


MAKE-UP The Home Goods Data Book will have a major, 
four-part Retail Operations section covering: Marketing informa- 
tion on all products; Advertising and Promotion of store and 
products; Business and Financial guidance and reference ma- 
terial; Store Operations, including planning, layout, personnel, 
training, etc. This will be followed by these eight individual direc- 
tory sections, with advertisements positioned as requested follow- 
ing any section: 

Major Appliances/Kitchens 
Outdoor Power Equipment 
Home Entertainment 
Electric Housewares 


ayo , reed ih gd 


Floor Care Equipment 
Housewares/Lawn and Garden 
Master list of Brand Names 
Master list of Manufacturers 
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a direct line to America’s most aggressive retailers! To- 
day’s successful, hard-selling home equipment retailers mer- 
chandise a bewildering array of products — major appliances, 
electric and non-electric housewares, radio/tv/stereo/hi-fi, floor 
care equipment, outdoor power equipment and dozens of other 
items. Yet, until now, there has been no single marketing 
manual of home equipment which combined operating guidance 
and product information for these outstanding retailers. 


Now there is. As Part II of the July 3, 1961 issue of Electrical 
Merchandising Week the first annual Home Goods Data Book 
makes its debut. Combining knowledgeable editorial on “how 
to do it” with carefully researched information on “what prod- 
ucts to do it with,” the Data Book will be a valuable business 
tool for retailers, a remarkably productive medium for adver- 
tisers. If your products are sold through or used by home 
equipment retailers — or if you think they could be — you 
belong in the 1961 Home Goods Data Book! 


Insert Rates Unusually attractive insert discounts, ranging from 33% to 45%, 
make the Data Book an economical medium for standard catalog inserts or spe- 
cially prepared material. 

Advertiser Advantages Beyond year-around use and a sales-stimulating edito- 
rial package, the Data Book offers advertisers: Targeted Placement of advertise- 
ments following any editorial or directory section; Boldface Directory Listings of 
advertisers including reference to their advertising page numbers; Reader Service 
Cards, speedily referred to advertisers, facilitate reader response. 


For additional information See Home Goods Data Book listing Classification 
67. Or write Phil Weatherby, General Manager, for your copy of tell-all brochure, 
“new and needed.”’ Or contact your Electrical Merchandising Week/ Home Goods 
Data Book representative, or nearest McGraw-Hill office. 


Home Goods 
Data Boo 


by the publishers of 
ELECTRICAL 


MERCHANDISING AE yy 
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Picture of a lady who couldnt say no 


She came to look at the Center Drawer Re- 
frigerator and ended up buying a kitchen. All he did 
was show her how the Center Drawer is designed 
for built-in or free-standing installation. Then he 
explained how Westinghouse makes a complete line 
of built-in appliances to provide a modern kitchen. 
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He pointed out the Heirloom Maple finish 
wood cabinets in his Westinghouse Display Kitchen. 
They're specially made to custom fit and color blend 
with every Westinghouse appliance. She loved their 
warmth and beauty . . . the adjustable shelves .. . 
and the thought of all that extra storage space. 


She couldn't resist when he mentioned the 
Westinghouse Credit Corporation. They finance the 
entire remodeling cost—including construction, 
decorating and accessories. Now she has a kitchen 
equipped with the finest built-in appliances and 
cabinets. And all handled with a single invoice. 


(to her Westinghouse Dealer) 


Westinghouse 


For the full story on how you can build extra business and extra profits, see your 
Westinghouse Distributor about a valuable Kitchen Dealer Franchise, or write to 
Westinghouse, Custom Kitchens Dept., Mansfield, Ohio. You can be sure... if it's Westinghouse 
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For electric water heaters... 


CHROMALOX nas tne 


complete line of replacement 





elements and thermostats 


You can service ALL electric water heaters with Chromalox ele- 
ments and thermostats. No need to hunt around . . . Chromalox 
distributors across the nation maintain good stock. 

At a good profit . . . you can give your customers the same high 
quality that has made Chromalox a favorite heating element for 
electric ranges and other appliances. 

Send today for price/specification sheet and the name of your 
nearest Chromalox Distributor. oreo 





Flanged Immersion Elements—46 dif- 
ferent flange types, to fit 4-bolt, 6 
bolt and 2-boit tank flanges . . . avail- 
able in 600 to 6,000 watt ratings. 


Thermostats—Just two replacement 
FP thermostats to service all makes of 

electric water heaters ... single- 
throw and double-throw styles .. . 
both can be screw or clamp mounted. 








Screw Plug immersion Elements—1” 
and 1%” pipe thread sizes in 750 
watts through 3,000 watts. Built-in 
thermostat available on 1” size. 


Wrap-Around Elements — Fit tanks 
104%" through 2214” diameter with 
just 10 elements, 750 to 3,000 watts 
in 236 volts, and 3 elements 750 to 
1,250 watts in 118 volts, using the 
Chromalox patented extension strap. 





CHROMALOX ELECTRIC HEAT 


Edwin L Wiegand Company 









7525 Thomas Boulevard ~* 





Pittsburgh 8, Pa. 
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PEOPLE 


IN THE 
NEWS 





Pryne 
of E-P 


Hupp Corp.—P. D. Middleton elected 
vice president in charge of East- 
ern hemisphere sales for Hupp’s in- 
ternational division. Middleton, who 
was export manager for the Eastern 
hemisphere, will be responsible for 
sales in Europe, the Middle East, 
Africa and the Far East. He was 
with Gibson International before be- 
ing transferred to Hupp Interna- 
tional. 


McGraw-Edison Co.—Robert A. Bell 
has joined the Toastmaster division 
as national representative of the spe- 
cial accounts department. He will be 
assigned primarily to servicing trad- 
ing stamp and business incentive 
companies. Edward J. Egyed was ap- 
pointed a district manager for 
Toastmaster, and will represent the 
company in North and South Caro- 
lina. He will also service distributors 
and dealers in Knoxville, Tenn., and 
Savannah, Ga. 


Stromberg-Carlson—Leon M. Scha- 
chere has been named eastern re- 
gional manager for consumer prod- 
ucts. He will be responsible for mar- 
keting Stromberg-Carlson stereo 
high fidelity consoles and compo- 
nents in New England, New York, 
New Jersey, eastern Pennsylvania 
and northern Delaware. He succeeds 
Roy Raymond, who was promoted to 
sales manager for the company’s 
high fidelity components and sys- 
tems. Schachere previously was na- 
tional sales manager for MGM rec- 
ords, and also was with Magnavox 
Co. as New York regional manager. 


Dominion Electric Corp.—J. H. Miner 
has been appointed vice president 
and general sales manager. Howard 
E. Bosh was made assistant sales 
manager. 


Yuba Power Products, Inc.—James E. 
Downs has been named advertising 
and sales promotion manager, and 
will be responsible for overall ad- 
vertising and promotion of Yuba 
Shopsmith, Sawsmith and Yuba-Line 
power wood-working tools, Chore- 
master and Tillsmith gas powered 
garden tillers, and the Mighty-Moe 
electric tiller. He was formerly with 
Cincinnati Milling Machine Co. 


Emerson Electric Co.—Phillip D. 
Pryne became president of the com- 
pany; he was executive vice presi- 
dent of Emerson-Pryne Co. E. F. 
Kelly, formerly president, was ad- 
vanced to chairman of the board of 
Emerson Electric, succeeding Ralph 
Pryne, who remains a director of 
Emerson Electric and Emerson- 
Pryne. 


Chrysler Airtemp—Frederick J. 
Laughna was named director of sales 
and distribution; he will be respon- 
sible for sales and service of all air 
conditioning and heating products 
sold through regular distribution 


channels in the U.S. and Canada. 
Laughna was distribution manager. 
He succeeds T. W. Kirby, who is now 
vice president of marketing. 


Stanley—John C. Cairns, president 
of the company since 1950, was 
elected chairman of the board. He is 
succeeded as president by Howard 
L. Richardson, who was executive 
vice president. 


Reeves Soundcraft Corp.—Arthur J. 
Seiler was elected vice president and 
director. Seiler was formerly presi- 
dent of Gates Engineering Co. He 
is also president of Alloy Surfaces 
Co., recently acquired by Reeves 
Soundcraft Corp. 


Cribben and Sexton Co.—James K. 
Montgomery was promoted to vice 
president of manufacturing and will 
be in charge of all Cribben and Sex- 
ton products, including the Waste 
King Universal, Universal Chef, and 
Universal brand names. He was man- 
ager of manufacturing. A. A. Barn- 
hart became vice president of domes- 
tic sales. He was a product manager 
for Waste King at the Los Angeles 
home office. 


Westinghouse—Jack A. Cunningham 
has been appointed assistant to the 
director of advertising. He replaces 
T. J. Farrahy Jr. His former posi- 
tion of manager of electric utility 
products advertising will be filled by 
J. R. Mobley. 


B. F. Goodrich—Harold J. McCormick 
was named manager of advertising 
and promotion for B. F. Goodrich 
Tire Co. He was an advertising ex- 
ecutive in the home appliance and 
consumer electronics fields. McCor- 
mick will be responsible for advertis- 
ing and sales promotion on the com- 
pany’s tires, batteries and auto and 
home supplies for Goodrich-owned 
stores and dealers. 


Schick, Inc.—Mark D. Soroko was 
elected a director. He is senior vice 
president of Revlon, Inc. 


American Concertone, Inc.—Barton O. 
Williams has been appointed western 
division sales manager for the com- 
pany, a division of Astor-Science 
Corp. His headquarters will be in 
the company’s main offices in Los 
Angeles. 


RETIREMENTS 

General Electric—George A. Lloyd, 
sales manager for G-E major appli- 
ances in Northern and Southern Cal- 
ifornia for 28 years has retired. 
Lloyd began his career in the appli- 
ance business in 1926 as advertising 
and sales promotion manager for 
Maytag in California. Later he was 
associated with the L. H. Bennett 
Co. In 1933 he became sales manager 
for G-E’s Northern California dis- 
trict and has been with the company 
since. 





Downs 
of Yuba 


Miner 
of Dominion 
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Another good reason for Confidence in a growing America 
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YOUR FUTURE RIDES HIGH ON THIS CURVE! 


If you’re uncertain about what lies 
ahead, take a good look at the white 
line. It represents America’s past 
production rate and economists’ es- 
timates of future production, with 
the peaks and valleys smoothed out. 
Over the long pull the curve keeps 
rising. 

In fact, American production more 
than doubles every 20 years. 

You can expect even faster growth 
during the Sixties. Because at the 
present rate, the $12 billion a year 
we’re spending on research and de- 
velopment may well reach $22 billion 
by 1971. The outpouring of new prod- 
ucts and processes will be in pro- 
portion. Research is the fountain- 
head of progress. Ready now are 
such innovations as foods preserved 


by radiation, cleaning with sound 
waves, machines that can translate 
foreign languages, and solid radio 
sets without wires. And many more 
are on the way. 

Judging by past experience, two 
million more businesses will be es- 
tablished to make and distribute our 
growing production during the next 
25 years. Whole industries will 
emerge to turn out the new products 
that are coming from the laborato- 
ries. America has a brilliant future 
but to realize it fully, we must all 
work together for the 
common good. 


FREE— Write for illustrated 
booklet, ‘‘The Promise of 
America.’’ Box 10, New 
York 18, N.Y. 


THE 
PROMISE 


OF 
UMERICA 


GET READY FOR AN UPSWING! 


MORE RESEARCH—We’re now spending $12 
billion a year—and that’s expected to double 
during the Sixties! 

MORE INCOME—Today’s $6500 average per 
family represents an all-time high! 

MORE SAVINGS—WNow at the highest level ever 
—net savings of individuals exceed $375 billion! 
MORE JOBS—Despite unemployment there are 
15 million more jobs than in 1939—will be 22 
million more by 1975! 

MORE EDUCATION—By 1970 we'll have 20 
million more high school graduates than today, 
and 8 million more college graduates. They’ll 
earn more, live better! 

MORE LEISURE—40 million Americans get paid 
vacations and there are 16 million people over 
65, many of them with retirement income to 
spend! 

MORE MARKETS—U.:S. exports, plus output on 
U.S.-owned plants overseas, already account 
for over $50 billion in sales! 
MORE NEEDS—Schools, hospitals, 
highways, homes—we need billions 
in improvements right now, and 
the need keeps growing! 


sine 
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: 
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Just look at this lineup... six trim, slim Color combinations are terrific! You've 
and gay RCA Victor Sportabouts! What a got something here to please the taste of 
spread for a dealer! every prospect! 
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Look! Almost all picture! That’s the RCA And RCA Victor keeps the speakers in 
Victor Full Picture tube (19” overall diag., front for clear, unmuffled sound. What a 
172 sq. in. viewable area) . . . big, man, big! selling edge that gives you! 














ee 











oe 

Nee 
New Vista tuner, of course—like the entire Livelier power, too, for a brighter, clearer Po 
RCA Victor line! Here’s picture-pulling picture! Sportabout performance takes a back wah) 
power that demonstrates itself! seat to no other portable! 


New from RCA VICTOR—Six full-picture Sportabouts— 
the smartest, liveliest portables a dealer ever sold! 


“Like it from Vaughn Monroe, here’s a line that’ll sell! 


Big beautiful picture . . . small beautiful case . . . front 


The Most Trusted Name 
in Television 


RADIO CORPORATION OF AMERICA 


sound ... power to pull in pictures that many big sets 
can’t equal...choice of siz models and color combinations! 


Just put ’em on display, hook ’em up and get your 





order pads at the ready. 


CALL YOUR RCA VICTOR DISTRIBUTOR TODAY 
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SalesTalk #3 








AN EM WEEK 
BASIC INFORMATION SERVICE 


‘Know Your Merchandise, 


Stock, Store’ 


NOTES TO THE MEETING LEADER: 


Think back over your first two meetings. Where 
could you have improved them? Write these ideas 
down on a slip of paper and keep it handy. As you go 
through this guide, make notes in the margins incor- 
porating these improvements. 

Be sure to make the simple visuals as shown in the 
small boxes in this guide. The visuals are one of the 
most important parts of the meeting. 

How are your discussions going? Be sure to get 
everyone in your group to talk. Call on the less talkative 
ones by name. Steer the discussion back into the sub- 
ject if it drifts. Be sure to take the floor away from any- 
one who tries to monopolize it. To do this you might 
say: “Thanks, George for your thinking here. Now 
let’s see what Mary has to say along this line.” The 
loudmouth usually gets the idea. 

Have you been practicing your presentation? You 
should. The better you can do it in practice, the smooth- 
er it will go in front of your audience. Rehearse it 
with your posters so your eye can move from this page 
out to your poster, read it with meaning, then come 
back to your place in the guide. You may want to use 
a China marking pencil to help you read. Each time 
you should look up, put a black or a red mark. Then it 
will be easier for you to find your place in the guide 
when you look back at it. 

Are you serving coffee and doughnuts after each 
meeting? Try it, the resulting good will and discussion 
will make it worth while. Now, present Meeting #3: 
Know Your Merchandise, your Stock, your Store. 


LEADER BEGINS MEETING: 


Welcome to another SalesTalk session. We hope that 
you like these meetings, and that you are getting 
something out of them. As the months go by we'll be 
getting deeper and deeper into the many aspects of 
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by CHET CUNNINGHAM 


salesmanship. These first few meetings we are laying 
down our foundation upon which we can build the rest 
of our own sales philosophy. 

You haven’t had much homework for these meetings, 
have you? Don’t get excited, none is going to be as- 
signed—but professional salesmen like you people, 
don’t need actual assignments to improve your sales 
ability. A suggestion now and then should be enough. 
Here’s the first one, our local library. Have you ever 
looked at the books on selling it has? 

I suggest you drop in and look them over. Pick out one 
and read it through before our next meeting. I’m sure 
you'll get a lot out of it. 

Now, back to our foundation laying. Most of you will 
consider our topic tonight elementary—yet if you’ll 
listen closely, you’ll find a lot of new ideas here. To- 
night we’re going to be considering: 


Reveal flat (poster) #1 and read: 





We are going to be looking at these one at a time, 
but briefly by “merchandise” we mean knowing every- 
thing you can about the products you sell. Know how 
it’s made, what the material is, why it’s better, why it 
costs more, what the product can be used for and what 
it can’t do. 

By know your stock, we mean know where to find an 
item, on which shelf or table, and also where the down 
stock is. Continued on page 20 
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SalesTalk #3 contiNueD 


By know your store, we mean know your policies con- 
_cerning credit, repairs, guarantees, warranties, check 
cashing and other important procedures. 

Now, back to that first item: 


Reveal flat (poster) #2 and read: 


Let’s talk about an electric dishwasher as an example. 
What should you know about a dishwasher before you 
try to sell it? 


Throw this question to the audience. Call 
someone by name. 





, what do you think you should know about 
a dishwasher before selling it? 


Call on a few others, then move on. 


Actually on a major appliance like a dishwasher, you 
have to know all there is about it, don’t you? You’re 
going to have to know if it’s a portable, or built-in, 
whether it will hold service for 9 or 12. You need to 
know about the various cycle options. Does it have a 
normal-wash, super-wash, normal-rinse and super- 
rinse cycles? Or is it a one-wash one-rinse type? 
What about the cabinet? the color options? are the 
racks rubber or plastic coated? 

I think you get the idea. If you want to sell something, 
you have to know the answers—all the answers. This 
means you should know everything that you possibly 
can about your product. Where do you find out all of 
these facts? Well, there are many ways. Here are a few 
of the best: 


Reveal flat #3 and read: 


On many of the large appliances we handle these days, 
the manufacturer has a training program of his own. 


Some of you probably nave been through them. If not, 
ask the next wholesale salesman you see about such a 
program. The makers know that the more you know 
about their product, the better you can sell it. These 
company training programs often include motion pic- 
tures and slidefilms—visual presentations to explain 
sales points better and to help you remember the facts 
longer. Utilize these maker training programs. 

The next product information source (POINT TO IT 
ON CHART) is your wholesale salesman. When he 
comes selling a new line, he knows that line forward 
and backward. Get him to give you a training session 
on his line. He will fall over backwards to do it—partly 
out of surprise, and then in his haste to comply. These 
men are thoroughly trained in product before they get 
into the field—and many times they have had factory 
tours and special duty. 

With every appliance these days there is a raft of pro- 
motion literature. Most of it is good, and all is educa- 
tional. Sit down and look through the materials that 
came with that new Sudsy-Sudsy Dishwasher. Study 
the loading operation, the description of the trays, the 
brag about the porcelain finish, the easy hook-up fa- 
cilities. That literature can be a selling gold-mine. 

Of course use the instruction manual. If you don’t 
know how to load that dishwasher, how to snap-hook 
up a portable, and how to make it operate—you cer- 
tainly can’t persuade a housewife to nag her husband 
about buying one. Go through the manual carefully. 
Learn. the procedure for doing a complete wash. Then 
the next time Mrs. Jones asks you how it works, you’ll 
have a lot better chance of making the sale. 

Then be sure you know the appliance itself. Look it 
over, find out where the levers and buttons are and 
what the gadgets all do. You can learn a lot of sales 
points just by becoming familiar with the machine. 
Talk to other salesmen in your store about the Sudsy- 
Sudsy. If they have sold them, they will have some 
good ideas that will help you on product information 
as well as sales psychology about dishwashers, hus- 
bands and wives. 

Then there are advertisements. Look through trade 
journals and retail advertisements that feature the 
Sudsy-Sudsy. Comb through that double-truck ad in 
the Saturday Evening Post. What do those high-paid 
ad writers have to say about Sudsy-Sudsy? How do 
they try to sell it with only the printed word and pic- 
tures? What features and conveniences do they high- 
light? You can learn a lot about a product by reading 
and evaluating advertisements of this kind. 

And always learn from your customers. They are the 
people who use your product. The girl who uses a dish- 
washer every day isn’t confused about how it’s sup- 
posed to work—she knows from experience how it 
works, and what gadgets and features are really worth 
while. You can pick up a lot by listening to what the 
woman buying her SECOND dishwasher has to say. 
By now, I hope all of you see how essential it is to learn 
everything you can about your products—and that 
goes for every item in your store. And I hope you have 
picked up a method or two about how to learn about 
these products. Remember these product information 
sources. 


Leader reads flat #3 again. Then continue. 


I mentioned earlier that every salesman should know 
his book. By this I mean two things. 
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Reveal flat #4 and read: 





There’s nothing more aggravating to a customer who’s 
in a-hurry than to follow a clerk around a store who 
is trying to find where the merchandise is. Know your 
stock. Know where it is displayed. Know where the 
downstock is if the display items are sold. And know 
where the stock is in the basement or warehouse if 
this is part of your normal duties. In short, be ready 
for a customer’s question. Know what to show him and 
where to find it. 

Granted this can be done only by hard work. Learning 
a new store takes time, but checking stock every morn- 
ing is one good way to cut down that time. Don’t let 
the logistics of getting your customer to the product 
cut down your chances of a sale. 

Now let’s consider the third point for tonight: 


Reveal flat #5 and read: 





Many of you do know your store. You’ve been working 
here for several years. But new clerks should find out 
vital facts about these points before they start work. 


In the smaller store, more responsibility for each of . 


these areas falls upon the individual salesman. 
What about our policy about credit? Do you know if 
we sell our own paper, or hold it ourselves? Who does 
our financing? What about a standard credit form? 
Can each of you fill them out? How can you handle a 
credit sale with both safety and with as little embar- 
rassment as possible to the customer? 

What about guarantees? Do we stand behind every- 
thing we sell? A lot of stores have this policy but do 
not broadcast it to customers. Does the standard war- 
ranty on a washer have anything to do with your 
salesmanship? What should a customer do if a new 
appliance gives him trouble? 


You may want to stop at this point and hold 
a brief discussion of the store’s policies in 
these areas just mentioned. Keep this to 
essential points. Then proceed. 


I think most of you will agree that the business policies 
and management decisions in a store are vitally impor- 
tant to a salesman. In some cases knowing these poli- 
cies can result in saving a sale that otherwise would 
have been lost. 

Now, it’s your turn to do the talking as we look ata... 
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Here’s our horrible example for tonight. A salesman 


by the name of Clyde works in Nelson Appliances on 
Broadway. Listen: 


For this dialog recruit one of your women 
clerks to read the woman’s part or use your 
wife. Rehearse. Make it sound real. 


WOMAN PROSPECT: Young man, how many washing 
cycles does this model have? 

SALESMAN: The Sudsy-Sudsy Dishwasher, let’s see. 
Three or four, but it sure washes clean. Washes dishes 
cleaner than anything on the market. 

WOMAN PROSPECT: Ah, yes. (PAUSE) Does it have 
jet spray action? 

SALESMAN: Must have, and it’s $50 lower priced than 
last year. 

WOMAN PROSPECT: Will it hold service for 9 or for 12? 
SALESMAN: Let’s see I think it’s 9. But if you don’t 
have more than six kids, it doesn’t matter. Best little 
machine in town. 

WOMAN PROSPECT: Thank you and good-by. 

Needless to say, the prospect didn’t buy. Clyde lost a 
sale. The woman knew what she wanted, she knew 
more about dishwashers than Clyde did. Product 
knowledge again. There isn’t too much point in discuss- 
ing right-wrong ways on this example. Instead let’s 
talk about product knowledge. Is there anyone here 
who would like to learn more about some of the large 
appliances in the store? 


Yowll probably get some “yes” answers 
here. If not go ahead anyway. 


Let’s pick out some of the items that hold the most in- 
terest and have the expert in that line give us a few 


words of product information about them. 


Pick the appliances to talk about, and man 
who knows most and get across some prod- 
uct knowledge. You may want to use this 
time to introduce a new line to your group. 
You may want to present the new material 
yourself. After your product presentation, 
and discussion in general about product 
knowledge, close your meeting like this: 


I think that about wraps it up for tonight. We’ve been 
talking about one big topic tonight—Knowledge. We’ve 
broken that down into three areas, product knowledge, 
stock knowledge, and store policies knowledge. I hope 
this discussion will help you become better salesmen. 


Serve refreshments at this point. Remind 
your audience of the meeting next month, 
giving date, time and place. (For SalesTalk 
No. 4 see EM WEEK May 15.) 


@1%1 BY CHESTER G. CUNNINGHAM 
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GENERAL ELECTRIC, AMERICA’S NUMBER ONE MANUFACTURER OF RADIOS, PRESENTS 


THE PIGK OF THE PORTABLES 


ALL OUTSTANDING VALUES...MANY NEW MODELS...STOCK AND FEATURE THEM NOW! 


GENERAL GS ELECTRIC 


ALL TRANSISTOR ~ 








New luxury portable—Model P840, $49.95*. Fine tone from 7 transistors plus diode, precision 
tuning, tuned RF circuit with three-gang condenser, continuous tone control, four IF trans- 
formers, large 4” speaker, saddle brown Texon case with chrome die-cast grille. 










































































New shirt pocket portable — 
Model P820, $24.95*. 6 tran- 
sistors, precision tuning... 
tee Sa: pias plays on two penlite batteries. 
rie : Ebo d white. (Also in bl 
America’s largest selling portable—now only $19.95*—Model P807. The popular, ws tite_iead Vans io 





GENERAL G@® ELECTRIC 


all-purpose portable—5 transistors plus diode, high-output 342” heavy-magnet packed versions complete with 
speaker, fold-down carrying handle. White with gold grille. (Also in black with carrying case, earphone and 
gold grille—Model P808—and olive with gold grille—Model P809.) ari aseaet re one 
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The General — Most portable portable. 
Model P870, $59.95*. General Electric's 
newest transistorized portable clips to your 
car or your boat or anything clippable. It 
stands on your table top, slings over your 
shoulder like a camera, is always right. 
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The General offers a commanding appearance and commanding 
performance. This comes from 8 transistors plus diode, tuned RF circuit 
with three-gang condenser, four IF transformers, adjustable whip antenna 
with built-in ferrite rod for extra pulling power. Made to play in your car. 
Plays on standard flashlight batteries. Black and chrome. 











{= esi create New lightweight portable — Model 


P825, $29.95*. Vest pocket size, 
weighs only 714 ounces. 6 transistors, 
plus diode. In desert green and sand. 
(Also in white and black—Model P826.) 
Gift-packed versions complete with car- 
rying case, earphone and battery— 
Models P8251 and P8261, $34.50*. 
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RADIO RECEIVER DEPARTMENT 
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Other General Electric transistor portables: P795—with 4” speaker. In 
burgundy or black with white grille; beige with cocoa grille. $29.95*. 
P835—6-transistor portable, saddle brown Texon case with silver colored 
grille, $39.95*. P-780—The Cross-Country, finest portable of its type in the 
world. 8 transistors, console quality 544” speaker, five IF tuned circuits, 
ginger with chrome grille, $75.00*. All General Electric radios have a 90- 
day warranty on parts and labor. All portable radio cases are guaranteed 


Progress /s Our Most Important Prodvet 


GENERAL ELECTRIC 


*Manufacturer’s suggested retail price, 
slightly higher South and West. 
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The gem of vest pocket 
portables— Model P8501, 
$39.95*. Precision made, 
gift-packed in jewelry box 
with carrying case, ear- 
phone, 6 transistors plus 
diode, weighs only 10% 
ounces. Black with 
chrome grille. (Also in 
white with chrome — 
Model P8511.) 


UTICA, NEW YORK 


YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE ! 


. =, = aS =" 
~~ € \ 7m, 3 
A dower action and FILTERS OUT LINT... 

Vas) od ot oD shorter cycle to give to keep cleanly-washed 
2-CYCLE delicate fabrics a gentle, clothes clean and sparkling. 
WASHER clean washing. Also blends in detergent. 
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; iN 1 ” - 2-CYCLE, 
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Li. 3-TEMP DRYER... 


, et felal-moneil-m- Lele Mm aure 
—. 5 temperature settings 
for regulars, the other 
cycle and temperature 
A faster action and for wrinkle-free drying 


longer cycle to chase grimy of wash 'n wears. 


F J dirt from regulars. 


a : my} Lc ale 1 8B cee sauaniiad ° Fag ‘ i" | Washer model HA-34 
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») Dryer model HD-42 



















reason why : 
the 1967 RCA wenn P Oe 
laundry line gives yo 


RCA WHIRLPOOL 2-speed, 2-cycle aa api SY 


and is easier to sell 


washer and 2-cycle, 3-temp dryer offer vhan sell against! 
top-model features at new low prices ——— 


Entirely new . . . this RCA WHIRLPOOL washer and matching dryer make up one 


Another 

















of the best pair-values ever offered! Look at the washer. . . trim, attractive and 
simple to use . . . with a choice of cycles and speeds for everything from dirty 
dungarees to delicate sheers; and the dryer that pampers clothes with tempered 
heat while turning out soft, fluffy regulars or wrinkle-free wash ’n wears. Now 


ready for introduction in nation-wide advertising . . . ready to meet the public’s 

growing demand for top-model features at low, low prices . . . these new 

RCA WHIRLPOOL appliances give you something really BIG to sell, singly or in pairs! C 0 R r 0 R A T i 0 N 
See or ca// your RCA WHIRLPOOL distributor... now! ADMINISTRATIVE CENTER, 


BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers @ Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e« Vacuum Cleaners. 


Use of trademarks fA and RCA authorized by trademork owner Redio Corporotion of America 
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GENERAL ELECTRIC Announces a Spacesaver Refrigerator-Freezer 
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General Electric’s all-new 18.8 Space- 
maker refrigerator-freezer will fit into 
the same space as G-E’s 10-cu.-ft. re- 
frigerator of a decade ago. It is 67 in. 
high and 3334 in. wide, and is designed 
for families who need larger refrigera- 
tors without spending money for re- 
modeling. 

A new Thin-Wall foamed plastic. (Freon- 
filled polyurethane) insulation is used to 
achieve this additional storage. 

It is said to be twice as efficient as 
ordinary glass fiber insulation, and about 
1% the usual thickness. 

It fits under 15-in. wall cabinets with 
room to spare. 

Never needs defrosting, not even in 
the 5.8-cu.-ft. Roll-Out freezer, which is 
operated with a foot pedal. 

The ice service is conveniently located 
at top of freezer—a big container of ice 
cubes at fingertip level. The trays flip 
over, ejecting cubes, and they can be re- 
filled in place, without carrying to sink. 

Two large storage baskets for storing 
bulky items are featured, as well as 
handy juice-can rack. 

The fresh food section, with 13-cu.ft. 
capacity, has a forced air circulation 
system called Mobile Cold. Chilled air is 
circulated over a meat drawer, and is 
said to keep meats fresh up to 7 days. 
3 swing-out shelves are solid for easy 
cleaning, and are adjustable. 

The Spacemaker, in Straight-Line de- 
sign, has no coils on back, and needs no 
door clearance at side. It is a ready-made 
built-in, and can be surrounded with 
cabinets, installed flush in a corner or 
even used as a room divider. 

It is available in white or G-E’s Mix- 
or-Match colors. There is a decorative 
aluminum panel on the freezer that can 
be removed if desired. 

Available as accessories are wood 
grain decorator panels to match wood 
cabinets, in 5 popular wood grain fin- 
ishes: birch, ash, oak, mahogany and 
knotty pine. The decorator panels can 
also be purchased in brushed aluminum 
and coppertone. General Electric House- 
hold Refrigerator Dept., Louisville, Ky. 
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RCA VICTOR Adds To Radio And Phono Line 


Three new radios and 2 portable 

phonos are announced by RCA. 
Accent No. 1RA1 is a 5-tube table 
model featuring “Golden Throat” 
tone system and built-in antenna. 
Also features an automatic volume 
control, security sealed circuit and is 
available in Gull Gray. 
Nuggett No. 1RH1 is a 6-transistor 
portable pockette radio and comes in 
4 color combinations—red and white 
opal, black pearl and gull gray, white 
opal, and academy blue and light 
blue. Fits easily in shirt pocket or 
purse, has a miniature speaker that 
delivers big sound from a direct 
drive 2-in. speaker. 
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Hardy No. 1RA2 uses the same chassis 
and styling as Accent. 4 colors are 
pink, white, beige or turquoise. 
Stereo phono No. 1VC1 contains an 
automatic 4-speed record changer, 
dual-channel amplifier, slide-action 
stereo pickup and sapphire styli. 2 
4-in. speakers deliver realistic “Gold- 
en Throat” tone. Both speaker units 
swing out and are removable for 
wider separation and greater enjoy- 
ment of stereo sound. 

No. 1VAl1 monaural features a 
balanced tone arm along with an au- 
tomatic 4-speed hi-fi record changer. 
RCA Corp. of America, 30 Rocke- 
feller Plaza, N. Y. 20. 


RCA “Accent” No. 1RAl1 
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‘The surprise line 


e Surprising new tone for portables this size 














The fabulous long-distance Ranger. Eight transistors; 
tuned R. F. stage. Up to 250 hours battery life at nor- 
mal volume level. Professional-type log scale. Battery 
Life Indicator. Genuine cowhide case and $49*° 


cover. Model X31 in Charcoal or Brown. 



















Combination Table/Portable radio! The all-transistor ‘‘Cordless 
1500’’. Six transistors; PLAcir chassis. Up to 1500 hours on one 
set of batteries at normal volume level. Turns portable $ 95 
at a touch. Model XT18 in Tan or Blue. 39 






Look of luxury, sound of quality! Seven transistors; Battery 
Life Indicator. Great outdoor voice; high frequency converter 


transistors reduce faraway station ‘‘noise.’”’ Texon-covered 
case (looks and lasts like leather). Model X28 $ 95 
in Charcoal Grey or Brown 37 















Tiptop style with a flip-top lid. Eight transistors plus 
Motorola’s PLAcir chassis. Exclusive Battery Life In- 
dicator tells when less than 10% of battery life remains. 
Slide rule dial, luminous pointer; removable 
wrist strap. Model X29 in Brown or White. 


Finest in its class! High 
frequency converter tran- 
sistor brings in faraway 
stations clearly, provided 
a signal is present. Seven 
transistors; custom-tuned 
antenna. Removable wrist 
strap. Model X26 in Jade 


or Black. 
$3995 
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A mighty miniature. Six 
transistors in a radio engi- 
neered with Missile Age 
precision! Window dial- 
scale; lustrous chrome- 
plated front; removable 
wrist strap; scuff-resist- 
ant case. Model X25 in 


Jade or Black. $7995 
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of portables for 1961 


e Surprising new power and miniaturization 





Introducing the Horizontal Look! Seven transistors; ver- 
nier tuning; custom-tuned ferrite rod antenna; two-stage 
audio driver system boosts performance. Gorgeous gold- 
colored front; case keeps its bright good looks $3,4% 
for years. Model X27 in White or Black. 





e Surprising new styling 


Complete with 
earphone an 
velvet lined 


Big news in tiny radios! Six-transistor performance (not 
just 4 or 5!). Beautiful radio weighs just 8 oz. with battery, 
has a durable scuff-resistant case that keeps its brilliant 


color and appearance year after year. Stylish $7.4 
anodized front. Model X24 in Brown or White. 











These are the most reliable portables ever. Each is powered by an 
exclusive PLAcir® chassis with solder riveted contacts for famous 
Motorola dependability. Scientifically specified alloy-junction tran- 
sistors are used throughout the line. 

These are excellent playing portables, too. Precision-engineered tone 
chamber venting combines with custom-selected Golden Voice® speakers 
to provide the added bass and livelier highs so often missing in minia- 
ture and pocket portables. 

What’s more, every single portable has been designed and assembled 
right here in the USA by Motorola engineers and craftsmen, the most 
experienced in the field of radio miniaturization. 

All nine models give you selling advantages like you’ve never had 
before—in every price and performance category. 


OTOROLA 


MANUFACTURER’S SUGGESTED RETAIL PRICES. PRICES AND SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE 
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Introducing a new class 


of Portables— 


Ine Featherweight 


The biggest buy in Miniature Radios! 
Trim radio weighs a feathery 7 oz.; 
has 17 times the power needed for 
quiet-room listening. Six transistors, 
too! Handsome scuff-resistant case 
stays bright, looks like richly grained 
leather. Removable hand strap. 
Model X23 in Blue, Black, Violet. 


$1995 
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new products 


CONTINUED 





CUMMINS Announces 
3 New Tools 


Three Cummins tools are an- 


nounced: a hedge trimmer, duo- 
speed drill and a jig saw. 
Duo-Drill No. 328-01 automatically 


adjusts drilling speed. Speed in metal 
for ¥4-in. bit is 1,500 rpm, for %¢-in. 
bit, 1,050 rpm. Will drill up to 1-in. 
diameter in wood and % in. in metal 
and is powerful enough for stone, 
tile, or concrete. Features key-oper- 
ated Jacobs chuck and precision-cut 
heat-treated steel gears. 

Safety hedge trimmer No. 65-01 is 
designed for trimming evergreens, 
delicate rose bushes and cutting 
grass and weeds under fences or in 





other hard-to-reach areas as well as 
hedges. 2-position guide handle per- 
mits use on either side. Motor de- 
livers 1,200 strokes per minute, and 
a 13-in. self-feeding blade grips foli- 
age, permitting quick shearing with- 
out tearing or stripping. Safety 
design features a decelerating clutch 
that reduces kickback if blade binds 
on oversize branches. 

Sabre-jig saw No. 456-01 is for home 
craftsmen. Features rip, cross-cut, 


band, keyhold, hack, jig and scroll 
Works in plywood, plastic or 
Has a built-in chip blower to 
keep cutting line clear; a heel rest; 
cool grip handle. A calibrated bevel 
quadrant permits tilting saw shoe 
45 deg. to right or left or any angle 


saws. 
metal. 


between. 
Price: No. 328-01, $25.95; 65-01, 
$49.95; 456-01, $29.95. Cummins 


Portable Tool Div., 
Co., Milwaukee 7. 


John Oster Mfg. 








“13 Yellow Pages headings 
and 12 trade-marks 
promote most everything we sell!” 


says G. Smith, owner, Smith’s Home Furnishings, Inc., Portland, Oregon 


“As we’ve grown, we’ve increased the size of our 
Yellow Pages program. It’s really paying off!” 





“Three to four customers a day actually say 
they found us through the Yellow Pages.” 








Display this emblem. It builds your business! 





‘Just recently, 
trade-mark produced a $200 dishwasher sale.” 
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REFRIGERATORS — FREEZERS 

HIGH TRADE IN ALLOWANCES—ALL SIZES & TYPES 
LOW-LOW TERMS 

FEATURING MOST LEADING BRANDS 

WHIRLPOOL — AMANA 





GE — NORGE — RCA — 
“We Service Wheat 







SHOP 9 TO? 


BE 4-935] 


3016 S.E. DIVISION 











Display ad (shown reduced) runs under REFRIGERATORS 
& FREEZERS. Call the Yellow Pages man at your Bell 
Telephone Business Office to plan your program. 





“If we weren’t in the Yellow Pages where people can 
see our name, I know we'd lose a lot of business.” 


our listing under the GE 





SWING-A-WAY Can Opener 


Swing-A-Way announces an auto- 
matic electric can opener for wall, 
counter or under-cabinet installation. 

Unit features gear-driven cutter 
and ceramic magnet, and opens all 
standard cans. 

No. 2400 counter stand of satin 
chrome with cord storage at back 
has rubber feet to protect counter 
and weighs 2 lbs. 

No. 2300 wall can opener is of san- 
dalwood enamel and chrome. Attached 
to 6-ft cordset it is rated at 110- 
120v, ac only. Unit weighs 7 lbs. 
No. 2500 under-cabinet bracket has a 
chrome finish and screws provided 
for wood mounting; 12 to a master 
carton weighs 10 lbs. 

Price: No. 2300 $14.95; No. 2400 
$3.98 ; No. 2500 bracket, $1.00. Swing- 
A-Way, St. Louis, Mo. 











WESTINGHOUSE Heat Pump 


A new outside wall-mounted heat 
pump attaches directly to the out- 
side wall of the home, reducing time 
and cost of installation. The unit 
may also be used in offices, mobile 
homes, motels, apartments, stores, 
factories, and gas stations. Each unit 
will serve a house 1,000 sq. ft. in 
area; it is rated at 18,000 Btu, equiv- 
alent to 11%% tons cooling capacity. 
Two units may be used for larger 
homes with one for the living-dining- 
kitchen area, the other for the bed- 
room-bathroom area. In multi-storied 
dwellings 1 unit is used for each floor 
level. Installation is possible from a 
balcony. It is supported by brackets 
which are a part of the unit. 

The unit is completely assembled 
at the factory and is prewired, in- 
cluding thermostat. It is approxi- 
mately 6 ft. high, 2 ft. wide and 1 
ft. deep. Westinghouse Elec. Corp., 
Staunton, Va. 
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STRUCTO 
Indoor-Outdoor Grill 


“Grid-Master,” No. 801 barbecue 
grill, features in addition to its fold- 
ing tripod legs an extra set of 7-in. 
legs. 

With a shorter set of legs it is 
suitable for inside use in a fireplace. 
It becomes. portable, with 2 metal 
strap handles that make carrying 
easy. 

It is claimed to be the first 18-in. 
grill equipped with hood, spit and 
motor. 

Finished in gold and black, the 
hood will accommodate a 20-lb. roast 
or 15-lb. turkey. 

It has a crank grid adjustment. 
Height with tripod legs is 37 in. and 
22 in. with shorter lgs. 

Price: $12.98. Structo Manufacturing 
Co., Freeport, Ill. 





NATIONAL Brush Dishwasher 


A new detergent brush dishwash- 
er faucet has been added to the 
kitchen specialty line of National. 
“National detergent brush dishwasher” 
features a stainless steel body which 
compliments both porcelain § and 
stainless sinks and unique woodtone 
faucet handles and knobs which are 
resistant to water, detergents, chem- 
icals and abrasion. 

Easy to operate, it requires only 
1 teaspoon of any liquid detergent 
prediluted with cold water. 

A press of control button diverts 
water from faucet to brush, and hot 
sudsy water is instantly dispensed 
each time feather-touch suds button 
is pressed on brush handle. 

It comes equipped with 2 types of 
brushes: soft nylon for glassware, 
dishes and silverware and a bronze 





wire brush for scouring pots, pans, 
stove parts, etc. 

It is also especially designed to 
speed pre-rinse loading of automatic 
dishwashers and for pots and pans 
which will not fit into dishwasher or 
must be scoured. Plumbing Equip- 
ment Div., National Rubber Machin- 
ery Co., Medina, Ohio 





NESCO Bronze Broiler 


No. N-135, has a diamond pat- 
terned aluminum lid; infrared broil- 
ing, grilling and barbecuing; auto- 
matic controls. Comes with barbe- 
cue-broiling rack, aluminum grill, 
and drip tray. 

Price: $24.95. Knapp-Monarch Co., 
St. Louis 16, Mo. 





You get MORE out of the line 
because there's MORE in it! 





More Profit... More Features...More Quality 











Are you looking for a 
line that gives you 
MORE to offer your 
customers—yet your 
prices are kept low? 








BERNS AIR KING 
Rotisserie 


An all-glass portable rotisserie is 
announced by Berns Air King, Holli- 
wood Div. 
{ Rotis-A-View is constructed of same 
type of heat- and _ break-resistant 
glass used in cookware. 

Also features take-apart-design to 
facilitate cleaning and storage. Unit 
is designed to perform 8 different 
types of cooking: broiling, roasting, 
grilling, barbequeing, frying, warm- 
ik ing, boiling and toasting. Two-heat 
ranges provide a choice of cooking 
or warming heats. 

Other features include a switch- 
operated motor, chrome fry-top grill, 
2-position broiling rack. Front panel 
can be raised for basting roasts, 
with bottom serving as a gravy 
catcher. An adjustable split, special 
meat tongs for removing roasts and 
other meats, and a chrome broiling 
rack are other features. 

Price: $39.95. Holliwood Appliance 
Div., Berns Air King Corp., 3050 N. 
Rockwell St., Chicago 18. 


Switch to Marquette- 
Zenith ‘‘Protected 
Profit’ Selling. 





TWO “16” COMBINATIONS 
FROM MARQUETTE-Zeéas747"" 





“SPECIAL 16” = 
AMERICA’S HOTTEST VALUE--REALLY PULLS ’EM IN 





LOOK FOR THE... 


BIG Difference! 


That’s right! We are different. Instead of 
taking quality and features out—we’ve put 
more of them in—and still kept the prices 
down. 

Look over our two “‘Sweet 16’s” and com- 
pare. You’ll see what we mean. 

















*Trade mark registered 
Marshall-Wells Co. Licensor 














THE MARQUETTE CORPORATION 


Minneapolis 14, Minnesota 














Write or wire for full details—Marquette-Zenith Franchise Division e 307 East Hennepin, Minneapolis 14, Minnesota FEderal 9-9121 


APRIL 17, 1961 29 








new products 


CONTINUED 





GAFFERS & SATTLER Range 


A new.gas or electric top burner 

and oven, the Californian, housed in 
custom cabinets that will fit into the 
existing opening for a free-standing 
range and give a kitchen a built-in 
range appearance is announced by 
Gaffers & Sattler. 
Available in 40-in. and 30-in.-wide 
models (Roman white or Nantucket 
Salem with matching cabinets), the 
new units will be marketed through 
distributors and retail outlets, ac- 
cording to the manufacturer. 

Included are custom overhead cab- 
inet, matching steel hood with ex- 
haust fan and light, 4-burner built- 
in top, and full-size 20-in. oven. The 


40-in. model contains added storage 
space alongside the oven. Installa- 
tion is quick and simple. The lower 
oven and range top cabinets slide 
against wall. Connections are re- 
cessed for flush-against-wall installa- 
tion giving a built-in appearance. 
Cabinets for both models are 24 
in. deep and 40 in. high. Top burner 
counter is 36 in. from floor. Com- 
bined hood and top storage cabinet 
is 24 in. high including 5 in. for the 
hood, 12 in. deep and either 30 or 
40 in. wide, again depending upon 
the model. 
Gas model has new low temperature 
oven control—140-deg. setting for 
dish or food warming, or defrosting 
frozen foods. Electric model has 
broiler control, a setting to sear and 
one to cook as desired. Gaffers and 











Sattler, 8111 W. Beverly Blvd., Los 
Angeles 48. 











workmanship to 


rival the finest Swiss watch! 


performance that must be seen 
to be believed! 


DELMONICO MODEL PTV-19 
19” PORTABLE TELEVISION 


IMPORTED FROM THE VICTOR CO. OF JAPAN 


Inetaiiation of tube, final assembly and air check 


engineering comparable to the 
finest space age electronic equipment! 





to far exceed the established domestic 

standards of quality in performance, 

workmanship, engineering, design and 
to be lowest in price! 


Exclusive Quaiity Features of Deimonico's PTV-19 


* 19°—114° picture tube * 17 tubes ¢ Thinline briefcase type styling 
* 3 stages of |.F. * extreme sensitivity for exceptional fringe area recep 
tion * Heavy Duty Transformer * ali components bolted in—no rivets 
* completely hand wired chassis * all tubes accessible from rear of set 
* all tubes available anywhere in the U. S. + chassis designed for effec 
tive heat dissipation * antenna matching transformer © built in tele 
scoping antenna * adapter for external antenna « light weight cabinet 
available in all-ivory, ebony and ivory, gold and ivory * size—19” wide 





RCA WHIRLPOOL Dehumidifier 


RCA Whirlpool Imperial model 
dehumidifier for 1961 features an 
automatic humidistat for room hu- 
midity control at degree desired, 
with settings between 20% to 80%. 
Controls permit continuous opera- 
tion or switching on or off as de- 
sired. Moisture is removed to main- 
tain humidity level selected. 

Nearly 4 gal. moisture can be ex- 
tracted from air in a single day. 
Extra-large, 8-qt. capacity polyethy- 
lene container at bottom of unit col- 
lects condensed moisture. A drain 
hose can be attached to threaded fit- 
ting for overflow, or unit may be 
placed over floor drain. Steel cabinet 
is rust-resistant and finished in 
moonbeam gray. RCA _ Whirlpool 
Corp., St. Joseph, Mich. 





briefs 





Devcon ‘2-Ton” hardens to a white, 
shiny porcelain finish and is suitable 
for porcelain and enamel repair. 
Used for bathtubs, sinks, refrigera- 
tors, and stoves, it bonds steel, alum- 
inum, iron, wood, glass, brass, plas- 
tics, fabrics, lead, leather and granite, 
replaces screws, nuts, bolts, rivets 
and even welding. 

Price: $.98. Devcon Corp., Danvers, 
Mass. 





A new home/industry TV camera is an- 
nounced by Grundig. Using its own 
component power source, Grundig’s 
FA-40 ‘“Tele-Eye” transmits live 
images through a 3214-ft. long cable 
connected into a conventional TV re- 
ceiver, instantly reproducing them 
on the screen. Tripod-mounted “‘Tele- 
Eye” is said to offer versatility of a 
professional studio since it uses a 
standard TV lens and is completely 
compatible with American telecast- 
ing standards. 

Price: $695. Majestic International 
Sales, Inc., 743 N. LaSalle St., Chi- 
cago 10. 


in the United States by Oeimenico x 15%" high x 1214” thin. 


vYOUR peaerr i LINE FOR ‘Gi 


Delmonico‘ 40, International 


DIVISION OF THOMPSON STARRETT CoO., INC. 
120-20 Roosevelt Avenue, Corona, L. I. * TWining 9-5959 


West Coast Branch: 5015 Hampton Street, Vernon, Los Angeles, California 
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NORELCO 
Stereo Tape Recorder 


A lightweight version of the “‘Con- 
tinental” tape recorder modified for 
hi-fi is announced by Norelco. 
Norelco ‘‘Continental” 200 (No. EL 
3541) operates at 71% ips and incor- 
porates a narrow gap, 4-track record/ 


playback head for a full frequency 
response of 50-14,000 cycles. Plays 
standard 4-track stereo tapes through 
an external hi-fi system, records and 
plays back on 4 separate tracks 
through unit itself or through an 
external hi-fi system. 

Self-contained, it includes a tape 
drive mechanism, recording/playback 
preamplifier, power amplifier, Norel- 
co wide-range speaker or high qual- 
ity microphone. 

It is provided with input jacks for 
recording from microphone, tuner 
or phonograph, with facilities for 
mixing and for sound-on-sound re- 
cording. Includes an output jack for 
monitoring with headphones. May 
also be used as a _ self-contained 
phono/public address amplifier and 
speaker system. North American 
Philips Co., Inc., Hi-Fi Products 
Div., 230 Duffy Ave., Hicksville, L. I. 








ANDREA TV Set 
Metropolitan tabie TV featuring a 
23-in. bonded picture tube plus a hi- 
fi picture and sound system is an- 
nounced. It has a 282-sq-in. viewing 
area. Cabinet is designed to make 
use of 14-in. removable legs which 
are optional; mahogany, blonde or 
fruitwood finish. 
Price: mahogany $280, blond or fruit- 
wood $290. Andrea Radio Corp., 





Long Islend City, N. Y. 





COLUMBIA Transistor-Radio 

A Columbia 709, U.S. made 9- 
transistor radio, is announced. Said 
to have big-set sound, the unit is 
small enough to carry and powerful 
enough to use at home. 

This compact portable is 6 in. 
wide; has a specially-selected 3-in. 
speaker ; is powered by 4 penlite bat- 
teries, and weighs 1614 oz. minus 
batteries. 

Price: $39.95. Columbia Phonos 
405 Park Ave., New York 22. 





WOLLENSAK Hi Fi Recorder 


Wollensak hi-fi T-1700 home/auto 
recorder has a built-in power con- 
verter for 110v ac or 12v de battery; 
6 amps; frequency response of 40 
to 15,000 cps plus or minus 3 db 
at 71% ips; 40 to 8,000 cps plus or 
minus 3 db at 3%, in.; signal-to- 
noise ratio, 48 db, wow and flutter 
less than 3%. 


Price, “less than $250,” Wollensak 


Optical Co., Div. Revere Camera Co., 
820 E. 21st St., Chicago 16. 








CLEAR BEAM Antenna 


An indoor ‘TV antenna designed 

to provide perfect picture reception 
is now available in the new Tune-A- 
Matic Channel Selector. 
The Slim-Line Tune-A-Matic multi-po- 
sition selector switch tunes antenna 
for clearest picture on every chan- 
nel for all black and white and color 
TV plus FM reception. Additional 
features include 4 section telescop- 
ing dipoles which extend to a full 36 
in., safe tip-proof base and felt cov- 
ered bottom. Tune-A-Matic is offered 
in Models B7M mahogany and B7B 
blonde finish. Special designing and 
automatic production facilities makes 
the antenna available at most com- 
petitive price. Comes in a display 
“see-thru” package. Clear Beam An- 
tenna Corp., Canoga Park, Calif. 





APRIL 17, 1961 


Kodak premium turns 
heat on stove sales 








“Despite a sharply depressed market in 
‘free-standing’ stoves—down 17%— 
O’ Keefe & Merritt’s sales rose against 
the tide. The rise was paced with a 
Kodak premium,” says George Condos, 
O’K & M’s Merchandising Director. 

For the appliance maker, Kodak 
premiums are very effective; they are so 
much a part of the family scene. In 
O’Keefe & Merritt’s case, a Brownie 
Movie Camera proved the wise choice. 


.--------- EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


Brownie 8 Movie Camera, f/2.7, was used as consumer premium. Also as a 
salesman’s incentive in the same promotion—a camera for every six stoves sold. 


There is a right Kodak camera for 
every promotion, and Kodak can help 
you find it. Send coupon below for the 
premium catalog of Kodak cameras 
and outfits. 

You’ll see why businessmen use 
Kodak cameras as premiums, business 
gifts, sales incentives, contest prizes 
and recognition awards. List prices 
range from $4.25 to several hundred 
dollars. Mail coupon today. 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 


Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Brownie 8 Movie 
Camera Kit 
Includes camera, 
movie light, and 
two reflector 
flood lamps. 
$34.75. Camera 
alone, $26.95. 


Prices shown are list, 
subject to change 
without notice, and 
are suggested 

prices only. 
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20,000 


LONG-LIFE DEPENDABILITY 
The rugged construction and 
quality components your cus- 
tomer insists on. Rust-resist- 
ant cabinet of galvanized 
(zine-clad) steel and cadmium 
plated base pan. 


YEAR ’’ROUND CLIMATE CONTROL 
The heating capacity your cus- 
tomer insists on. Models are 
available with reverse-cycle 
heating, making it a year 
’round comfort conditioner. 
Big 24,000 B.T.U. heating 
capacity: 











WELBILT’S ALASKAN 
HAS WHAT CUSTOMERS 
INSIST ON 


mass market 


SLIM AND TRIM—The compact 
size your customer insists on. 
May be installed in windows, 
basement, attic, transoms or 
even suspended from ceiling. 
The Alaskan offers great ver- 
satility because of its compact 
size. 





2% H.P., 20,000 B.T.U. — The 
big cooling power your cus- 
tomer insists on. The Welbilt 
Alaskan can air condition the 
largest rooms or multiple 
room areas in the hottest 
weather. May also be used as 
a central air conditioner for 
small homes. 


AND THE DOWN-TO-EARTH PRICE YOUR CUSTOMER INSISTS ON now—tuil value for your customer 


and a full mark-up for you. There’s no resistance to Welbilt’s list—it’s way below what customers expect. Contact Welbilt Immediately For Full Details. 


Welbilq™ ditioners, Central Air Conditioning and Heating Equipment, Detroit Jewel Gas Ranges, 
32 


Manufacturers of Welbilt Gas Ranges, Electric Ranges, Built-In Ranges, Room Air Con- 


Wedgewood-Holly Gas Ranges, Garland Commercial Cooking Equipment, Unagusta Furniture. 
Executive Offices, Welbilt Square, Maspeth 78, N.Y. Phone EVergreen 6-4300 
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CASWELL SPEARE pusltisHEeR 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
J. Brennan, Bruce Tepaske (HGDB), 
520 N. Michigan Ave., Chicago 11, iii., 
MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 68 Post St., San Francisco 4, 
Cal., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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How You Can Sell Boats 


CONTINUED FROM PAGE 3 


bill of lading. The dealer makes his 
own floor plan arrangements. 


Getting A Boat Line 

Again it depends on what your 
market is like. The top outfits—the 
Lone Stars, the Owens, the old-line 
outfits—are represented in every 
major market and don’t cut up their 
dealers. But there are lots of fiber- 
glass lines around, and most boat 
makers agree that this is the kind of 
boat a sideliner should handle be- 
cause it offers fewer service prob- 
lems. A rule-of-thumb for the retail 
boat business is equal or slightly less 
dollar inventory in boats compared 
to motors. 


“This is like 1927 in the auto busi-. 


ness,”” remarked one boat sales man- 
ager. “There’s a big shakeout com- 
ing and a lot of these little guys 
aren’t going to be around.” In the 
meantime, of course, they are around 
and they’ll deal, many boat people 
think. 

Key man is the motor rep, who 
knows who has what in the area, and 
who’d like to get in. That goes for 
trailers, too. There is more, of 
course, to the problem than finding 
out what’s available. 


What Are The Trends? 
1—The big one is an expansion of 
the package deal. 

For a long time, the industry has 
talked about a boat-motor combina- 
tion from one maker. Now it’s here. 
This year, Scott is marketing one on 
the West Coast and will go national 
with it next year. Scott isn’t making 
its own trailer yet, but a trailer is 
part of the package, too. The “Flying 
Seott” is a built-for-the-motor, con- 
vertible-topped cruiser-runabout. It’s 
factory-equipped for water-skiing, 
(a built-in pylon) swimming (a fold- 
away bow-ladder), or just speedy 
travel (a 75-horse motor). It makes 
a nice package, Scott says, at $2,995 
plus the trailer. 


2—Next is that shakeout coming up, 
and the biggest clue was probably 
the relative sizes of the displays at 
the recent Chicago Boat Show. The 
big boys just plain out-bought all 
the little ones, and put them in the 
shade with what looked like acres of 
boats all huddled under two or three 
banners. 


3—tThird trend for the industry, boat 
men say, is to marine specialists. 
Such phrases as, “Why, 30% of our 
dealers do 70% of our business” are 
common among the big company 
sales managers. They talk seriously 
of market penetration and direct 
sales, sounding just like some old- 
line appliance manufacturers. And 
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“Just the thing for those cold, nippy 
evenings!” 
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obviously they are enjoying the first 
fruits of a solid dealer organization 


For anyone wanting in the boat busi- 
ness, there is, happily, a single 
source of information: The Out- 
board Boating Club of America, 307 
North Michigan Ave., Chicago, IIl. 
Gathered in this trade club are the 
boat, motor and trailer makers, each 
in a separate association. OBC figures 
the boat business this year at $2.5 
billion, says in 1960 it was just 5.2% 
off 1959. 

Unit sales in 1960 declined, as did 
boat, trailer and motor sales. How- 
ever, total spent on pleasure boating 
was up to $2,525,000,000 from $2,- 
475,000,000. The industry expects at 
least a slight increase in 1961. 





A CHECKLIST FOR BOAT SALES 


How does a given line compare with its competitors dollar for 
dollar in quality—finish, strength, design, trimmings? 


Y How does the range of sizes and features in the line you’re con- 


sidering compare with that of competitors? In selling boats, as in 
selling laundry or automobiles, feature options and step-ups are 
important. 


Y What about service in terms of availability, quick delivery of 


special orders, making good on missing parts, etc.? These are 
normal hazards of the course in any business. 


How much will it cost you as a dealer to set the boat up for de- 
livery? Some lines just require that the windshield be bolted on; 
others need full trimmings installed. Six or eight hours of make- 
ready time easily can add $50 to a dealer’s cost thereby cutting 
your profit. 














“1960 was our first 
year in Color—and 
we sold 200 sets!” 


Says RCA VICTOR Color TV Dealer 


CURTIS C. HEAD, 


D & W Furniture and Appliance Company, 
Abilene, Texas 


“This year, between 60 and 65 per cent of 
all our total dollar sales are coming from 
RCA Victor Color, and we expect to increase 
on last year’s total by at least a third. With 
the TV market as it is today, Color has 
really been our salvation! 

‘“‘What’s our secret? Well, first of all, 
we've had tremendous success with home 
demos. Also, we try to make any demo we 
send out do double duty by encouraging the 
prospect to invite friends and relatives over. 
Most people are more than happy to take 
this opportunity to show off a little, and 
these ‘double demos’ have resulted in many 
good leads we wouldn’t have gotten otherwise. 

“In addition, we try to get referrals 
whenever we can. When we have a customer 
who is pleased with a Color purchase (by the 
way, we always follow up on sales to make 
sure the buyer is pleased), we always ask for 
the names of any friends who might be 
interested. Not only do we get a lot of names 
—many times the customer will actually call 
the friend for you himself!’— Curtis C. Head, 
D & W Furniture G Appliance Co. 


Put RCA VICTOR Color 
in your TV profit picture 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 
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This Distributor Keeps His Dealers Happy 


How does he do it? 

He has a franchise system which 
works. And it holds fast because it 
works both ways. 

South Florida Carrier air condi- 
tioning distributor Frank Teofani, 
president of Weathermatic Corp., 
explains his success this way: 


“We've set up a team operation. If we 
do our job properly, the only people 
we can look to for support of our 
distributorship are the dealers them- 
selves.” 

As for dealers, they know that to 
win the game they must play by the 
rules in Teofani’s franchise contract. 


What are the rules Teofani and his 


dealers live by? 

1—The distributor does not com- 
pete with his dealers. Weathermatic 
does not sell direct. 3 

2—When a customer calls Weather- 
matic to buy, he is referred to the 
dealer nearest him. There are no 
“relatives” or favorite sons. 

3—The same thing goes for poten- 
tial multiple unit orders. 

4—The dealer goes along on con- 
trol of price cutting. 

5—Dealers do not compete with 
other Carrier dealers. 


What makes the rules work is the sys- 
tem devised by Weathermatic’s room 
air conditioner manager, Joseph 
Greenstone. 


When a customer calls Weather- 
matic to buy direct, he is told the 
nearest dealer will get in touch with 
himi. 

When a customer calls Weather- 
matic about a multiple unit job, he 
is turned over to one particular deal- 
er or another on an alternating basis. 

When a dealer gets a lead on a 
multiple unit job, he telephones 
Weathermatic, tells Greenstone the 
location of the job, number of units 
involved, the date he expects to meet 
the customer. Then the dealer con- 
firms his lead by mailing a post card 
to Weathermatic. 

The card registers the dealer for 
a multiple unit “fleet” price and 
protects him against other Carrier 





Another record-breaker coming up... 


JULY in CHICAGO 


The most important mid-year housewares 
show in the industry’s history — 


— the show that will spark-your fall gnd 


at 
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roducts and ideas 


HMA 


National Housewares Exhibit 


JULY 10-14, 1961 


McCormick Place, Chicago 


Te) 


Serving the housewares iudushy siuce 1938 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


1130 Merchandise Mart 


(Uincerporated not for profit 


Chicago 564, Iilinois 
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dealers who might want to bid on the 
same job. Also, the card maintains 
dealer identity in the eye of the cus- 
tomer. 

Fleet prices, reductions on Weath- 
ermatic’s regular six-unit price come 
in on orders of 15 units and above. 
And any job calling for 25 or more 
units automatically brings in a dis- 
tributor engineer or salesman, who 
never goes to the customer unless 
accompanied by the dealer assigned 
to the job. 

And the dealer, not the distribu- 
tor’s office, gives Weathermatic’s 
price to the customer. 

As Greenstone puts it, “The dealer 
is in there bidding and selling... 
but not against another Carrier 
dealer.”” And Greenstone makes sure 
that Weathermatic’s price allows the 
dealer to bid better than competi- 
tors, including distributors and fac- 
tories. 

When Teofani and Weathermatic 
jumped into Miami two years ago, 
footballing and direct selling were 
ways of life. Teofani changed the 
rules and here are some results: 

e In room air conditioning Weather- 
matic topped all other Carrier dis- 
tributors in a 13-state southeastern 
region the first year and was sec6énd 
in the nation last year. 

e Weathermatic figures that before 
Greenstone’s system took over, Car- 
rier’s slice of the South Florida mar- 
ket was under 10%. In its first year 
Weathermatic increased the business 
100%. Last year, which was Weath- 
ermatic’s second year, sales jumped 
25%. 

@ More dealers are attending Weath- 
ermatic’s product and sales training 
schools, gradually eliminating the 
need to send out distributor people 
on most fleet jobs. 





MAKE 
MONEY 


ON YOUR ROOM 
AIR CONDITIONER 
__ TRADE-INS! 


have a copy of N 


BLUE BOOK 


The Authority That Heips You: 


NATIONAL 
TRADE-IN 
REPORTER 


P. O. Box 66729 > 
Houston 6, Texas 


Fairview Station 
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Defense Dollars 
In Your Area? 


President Kennedy’s revamped 
defense program will change the eco- 
nomic picture—for better or worse— 
in many areas as new contracts are 
signed, others canceled or reduced. 

Administration budget juggling 
turned up about $1 billion more this 
year for procurement and research 
and development, but cut back about 
$488 million in contracts which had 
been planned for 1961. Some of the 
chief beneficiaries of the budget 
bonanza are the Polaris, Minuteman 
and Skybolt missile projects. If 
you’re in one of the areas listed be- 
low, plant locations of the missile- 
makers, look for more government 
money in workers’ pockets: 

Downey, Calif.; Columbus, Ohio; 
Dangerfield, Tex.; Philadelphia, 
(North American); Great Neck, 
N. Y. (Sperry) ; Ogden, Utah; Mar- 
shall, Tex.; Elkton, Md.; Denville, 
N. J.; Huntsville, Ala. (Thiokol) ; 
Sacramento, Calif. (Aerojet Gen- 
eral) ; Mishawaka, Ind.; Ann Arbor, 
Mich. (Bendix). 

Other areas are Magna, Utah 
(Hercules Powder Co.); Bethpage, 
N. Y. (Grumman) ; Pittsfield, Mass. ; 
Cincinnati, (G-E); Santa Monica, 
Calif., Charlotte, N. C.; Tulsa Okla. ; 
El Segundo, Calif.; Long Beach, 
Calif. (Douglas) ; Hawthorne, Calif., 
(Northrop); Duartee, Calif., St. 
Petersburg, Fla.; Minneapolis, Minn. ; 
Wabash, Ind. (Minneapolis-Honey- 
well); Wichita, Kan. (Beech Air- 
craft) ; Wilmington, Mass. (Avco). 


An additional $500 million worth of 
additional procurement and research 





and development contracts will be 
placed for a wide range of so-called 
conventional arms and equipment— 
tactical aircraft, small arms, heli- 
copters, etc. Production sources have 
yet to be selected. 

Five more Polaris submarines will 
be made next year. Contracts will 
probably go to the shipyards already 
active in the program: General Dy- 
namics Electric Boat Co. (Groton, 
Conn.), Newport News (Va.) Ship- 
building and Drydock Co., and U. S. 
Navy shipyards at Mare Island, 
Calif., and Portsmouth, N. H. G-E 
and Westinghouse are the likely 
nuclear reactor suppliers. Military 
space project speedup will benefit 
Lockheed and a team of contractors 
headed by Boeing and Martin. 


Here’s a rundown of program cutbacks: 
The aircraft nuclear propulsions pro- 
gram is being canceled. The Air 
Force estimates that the decision will 
cost 2,755 jobs in six areas: Evan- 
dale, Ohio (G-E) ; Middletown, Conn., 
and West Palm Beach, Fla. (Pratt 
and Whitney); Ft. Worth, Tex. 
(General Dynamics) and Dawson- 
ville, Ga. (Lockheed). 

Reduction of the B-70 bomber de- 
velopment project means cancella- 
tion of work by Convair in Ft. 
Worth, Tex.; Lockheed in Marietta, 
Ga.; Beech Aircraft in Wichita, 
Kan.; Westinghouse in Baltimore, 
and Motorola in Phoenix, Ariz. Other 
reductions are also planned. 

And operations at 52 military 
bases in 25 states will be halted or 
drasticaliy altered. Government es- 
timate: 9,000 civilian and 6,000 mil- 
itary jobs lost. Largest installations 
affected are at Benecia, Calif.; Har- 
lingen, Tex.; Presque Isle, Me.; and 
St. Louis (Army Ordnance Plant). 





MORE DEALERS BUY AND READ 
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PROFITS 





Quality products flourish in the 
rich soil of national advertising. 
This Spring, Waring cultivates the 
best prospects through these — 
leading magazines. 


Why not plant the seed for extra sales? 


Feature the full line of 

Waring Better Living Products. 
Your customers will toss you the 
bouquets ... and profits! 


American made by American craftsmen... 
to help the American economy 


WARING 


PRODUCTS CORPORATION 
WINSTED, CONNECTICUT 


A Subsidiary of Dynamics Corporation of America 


APRIL 17, 1961 
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A major industry-wide advertising 
and public relations program has 
been approved by the Institute of 
High Fidelity Manufacturers. The 
purpose, naturally enough, is to in- 
form the general public about high 
fidelity components and to boost 
sales. 


The program calls for the expenditure 
of more than $159,000 in the coming 
year and was approved at a general 
membership meeting of the IHFM 
at the Ambassador Hotel in Los An- 
geles during the 1961 L. A. High 
Fidelity Music Show. 

Raymond V. Pepe, [HFM presi- 
dent, summed up the promotion this 
way: The plan will “achieve the 
basic purpose for which the institute 


Hi-Fi Manufacturers Plan A Push 


was established—to serve as promo- 
tional headquarters for the high 
fidelity industry. 

“Possibly even more important 
than the acceptance of the plan is 
the cohesiveness of the membership 
of the institute, as demonstrated by 
their action. It was a most hearten- 
ing demonstration of the strength 
of our organization.” 


Purpose of the campaign will be to 
explain professional type equipment 
in broad consumer media such as 
“Time,” “The New Yorker,” “The 
Saturday Evening Post,” “Popular 
Mechanics,” and “‘House Beautiful.” 

The program will also include a 
test market area which will be se- 
lected to determine whether an 


IHFM promotion in a single area 
can produce recognizable impact in 
component sales. A large slug of 
newspaper advertising will be used. 
If the plan succeeds, it will be ex- 
panded to other areas. 


The outlook for the hi-fi component 
industry is good, according to Pepe. 
“Business this year is up a good, 
solid 10% over last year,” he esti- 
mated. “This is because there has 
been a larger measure of clarity in 
the mind of the public about stereo- 
phonic sound. 

“The confusion in the industry 
and premature announcements of 
equipment had caused a slowdown 
in buying. For instance, we are now 
pretty well settled on four-track 
reel-to-reel tape. Also, there’s clari- 
fication regarding the definition of 
stereo.” 
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Melvin R. Foedish of Spokane, Washington, usually hits the mark. A Frigidaire 
dealer for 15 years, he enjoys selling Frigidaire appliances partly because... 


“Frigidaire quality never misses!” 


“We're delighted that they always hit the target with the right products 
and the right prices. And we're continually amazed that Frigidaire products 
require so little service. That combination brings in a nice bag of satisfied 
customers who come back for more Frigidaire products time and again.” 


Frigidaire enjoys the repeat business of its long-time dealer friends, 
too. That’s why we dig deep in what the consumer wants in product 


quality and features. And why we’re willing to spend plenty of both 


time and money to develop products that are right on target. 


ELECTRIC RANGES - 
DISHWASHERS - 


REFRIGERATORS -° 
ROOM AIR CONDITIONERS - 
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FOOD FREEZERS 
DISPOSERS °« 


BUILT-IN RANGES «+ 


Wy FRIGIDAIRE 


DIVISION OF GENERAL MOTORS 


HOME LAUNDRY EQUIPMENT 
WATER HEATERS 








DISTRIBUTOR 
APPOINTMENTS 


edeeeeeseeseseeeeseseseeseesseeoeseees 


CARRIER—Pierce-Phelps, Inc., Phil- 
adelphia, for south and central 
New Jersey and Harrisburg, Pa., 
areas. 


PENTRON—Allied Appliance, Inc., 
Boston, for six counties in Bos- 
ton metro area; The Roskin Co., 
East Hartford, for Connecticut 
and Springfield, Mass., area; 
Central Wholesale, Inc., Provi- 
dence, for Rhode Island; J. B. 
Charters, Ine., Detroit, for De- 
troit and east Michigan; Allied 
Appliances, Inc., Denver, for 
Colorado; Kearns, Inc., Atlantic 
City, for south New Jersey; 
Penn Appliance, Harrisburg, for 
greater Harrisburg. 


ABC WASHERS AND DRYERS—Don 
Anderson Distributing Co., Fres- 
no, for central California; 
Brightman Distributing Co., St. 
Louis, for southwestern Illinois 
and east Missouri; Central Dis- 
tributing Co., San Antonio, for 
south central Texas; E. T. Don- 
ohue, Rochester, for west central 
New York; Dorrance Supply 
Co., Youngstown, for northwest 
Pennsylvania and eastern Ohio; 
Hennigh’s, Inc., Wichita, for 
most of Kansas; Kane Co., To- 
ledo, for northwest Ohio; Spi- 
cola Appliance Co., Inc., Tampa, 
for southwest Florida; Straus- 
Frank Co., Dallas, for east Texas. 





Japan Worried 


CONTINUED FROM PAGE 8 

Japan is already America’s second 
largest import market, pointed out 
Kiichiro Satoh, leader of the mission 
and chairman of the board of the 
Mitsui Bank. Last year Japanese im- 
ports from the U.S. increased 43% 
to $1.5 billion and more increases 
are expected. If the U.S. maintains 
its 30% share of the Japanese mar- 
ket, American exports could rise to 
over $3.0 billion by 1970 on the basis 
of Japan’s 10-year plan. 

But at the same time, Japan must 
increase its exports to the U.S. in 
order to pay for growing purchases 
of American goods. 

“In order to realize the mutual 
benefits of expanding United States- 
Japan trade,” explained Satoh, “I 
believe that both countries need to 
overcome movements, if any, to ob- 
struct the flow of goods.” 

To prove that Japan really wants 
to travel the “two-way street” Satoh 
pointed out that the Ikeda govern- 
ment is continuing to liberalize im- 
port and investment restrictions 
“despite fears of some Japanese 
businessmen that they might be 
hurt.” 

Here are the basic figures the 
Japanese are using to back up their 
two-way street argument: 


JAPANESE—U.S. TRADE 


Exports Imports 

To U.S. From U.S. 
1960 $1,082,882,000 $1 ,545,371,000 
1959 | ,036,645,000 1,112,913,000 
1958 680,394,000 1,053,871 ,000 

TOTAL JAPANESE TRADE 

Exports Imports 
1960 $4,054,537,000 $4,491,132,000 
1959 3,456,492,000 3,599,491 ,000 
1958 2,876,560,000 3,033,125,000 
Source: Japanese Ministry of Finance (figures 


based on Custom Clearance). 
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FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 


A QUICK CHECK OF BUSINESS TRENDS 


WONDERGRAM 





EMERSO 
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ONLY 
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BATTERY-OPERATED 
POCKET PHONOGRAPH 


Only 2 pounds and operates 








Latest ,Preceding, Year HOW THEY 
Month Month Ago COMPARE 
107 104 133 19.5% down* 
(Dec. 1960 vs. 

Dec. 1959) 

17.8 17.8 18.1 1.7% down 
(Feb. 1961 vs. 

Feb. 1960) 

308 302 333 7.5% down 
(Dec. 1960 vs. 

Dec. 1959) 

286 292 304 5.9% down 
(Jon. 1961 vs. 

Jon. 1960) 

28 29 32 13.0% down 
(Feb. 1961 vs. 

Feb. 1960) 

77.7 70.6 89.5 13.2% down 
(Feb. 1961 vs. 

Feb. 1960) 

94.3** 101.6** 133.5°*| 29.3% down 
18.0+ 18.34 19.2+] 6.3% down 
(4th qtr. 1960 vs. 

4th gtr. 1959) 

358.14] 357.54) 3424+] 4.6% up 
(4th qtr. 1960 vs. 

4th qtr. 1959) 

27.2+ 29.24 22.8+ 19.3% up 
(4th qtr. 1960 vs. 

4th qtr. 1959) 

64,655 64,452 64,520 0.2% up 
(Feb. 1961 vs. 

Feb. 1960) 














Pate index being used. Federal Reserve Bulletin, September, 1960 a oo ald odjusted). 


+-Fleures are for quarters. 


+ -+Federal Reserve Bulletin figures (revised). 
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you. A terrific traffic builder and a BIG 





bat- 


teries, yet packs more power— 
and at $68*, more profits for 


new 


source of extra sales. Write, wire or phone 


your Emerson distributor today! 


A QUICK CHECK OF INDUSTRY TRENDS 


An_ up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 
oo. eee 


DRYERS, Clothes, Electric........ 


FOOD WASTE DISPOSERS 
FREEZERS 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS ........................ 
RANGES, Electric, Standard 
Built-in 
RANGES, Gas, Standard 
Built-in 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 
WATER HEATERS, Gas (Storage) 





Jon. 


Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 

2 Mos. 
Week Mar. 31 
13 Weeks 
Feb. 

2 Mos. 
Week Mar. 31 
13 Weeks 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Feb. 

2 Mos. 
Jon. 


Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 
Feb. 
2 Mos. 


1961 
(Units) 


96,200 


38,900 
79,700 
52,869 
119,059 
28,471 
65,439 
50,400 
106,300 
68,400 
126,500 
255,348 
547,097 
197,189 
2,514,367 
666,228 
1,246,908 
98,225 
1,312,773 
452,282 
852,073 
239,000 
464,700 
74,900 
146,000 
53,200 
91,500 
102,800 
197,400 
22,000 
42,600 
242,515 


182,020 
369,072 
45,542 
87,409 
6,034 
12,417 


60,300 
112,800 


206,700 





433,700 





1960 % 
(Units) Change 
67,200 +43.15 
46,000 —15.14 
83,200 — 421 
69,898 —24.36 
144,075 —17.36 
38,469 —25.99 
75,895 —13.78 
56,300 —10.49 
108,100 — 1.67 
97,400 —29.17 
150,600 —16.00 
417,315 —38.81 
877,044 — 37.62 
197,992 — Al 
2,602,612 — 3.39 
611,479 + $8.95 
1,414,867 —11.88 
122,332 —19.71 
1,579,447, —16.88 
507,673: —10.91 
1,098,540 —22.44 
302,400 —20.96 
569,100 — 18.34 
83,500 —10.30 
150,900 — 3.25 
59,700 —10.89 
105,800 —13.52 
136,000 —24.41 
246,900 —20.05 
23,500 — 16.38 
46,100 — 159 
258,330 — 6.12 
222,463 —18.18 
425,406 —13.24 
61,177 —25.56 
112,799 —22.51 
16,381 — 63.16 
30,345 —59.08 
75,500 —20.13 
138,200 —18.38 
214,800 — 377 
430,300 + 19 








*Suggested list. Slightly higher in some areas. 
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Before you buy.. 





APRIL 17, 1961 





Sources: NEMA, AHLMA, VCMA, EIA, GAMA, 


DOMINION ELECTRIC CORPORATION « 


.be sure to see. 


. Dominion’s Seal of Quality 
MANSFIELD, OHIO 


Jack Paar is selling 
Dominion 


Hair Dryers... € 
Are re 


The Jack Paar Show « NBC-TV 
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FINEST 

9 TRANSISTOR 

POCKET RADIO 
BY EMERSON 


AND MAKE YOUR FULL PROFIT 





| | World’s only pocket radio with 3-gang condenser and 
-. | tuned RF stage—provides up to 10 times more sensi- 
- 8 tivity with increased selectivity. Nine transistors and 
| x two crystal diodes to perform where others fail. Made 
for promotions . . 

for more money in your pocket. 
distributor today! 

*Suggested list complete with batteries. Slightly higher in some areas. 


EMECTSON 0052 1025s 


. for customer satisfaction . . . 
Write, wire or phone your Emerson 








Here Is The Best Appliance Truck 
Money Can Buy Because Only The 






EXCLUSIVELY THESE TWO FEATURES 


L-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 
STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 
ground load. When loosened, spring action auto- 
iatically rewinds the strap in a neat coil, out 
BK, the woy and instantly 

Gy for its next use. A real 
time “Waver! EXCLUSIVE ON 




























you to roll ogc 
up ond pte i 
minimum of time” ind 
A real back saver E 
SIVE ON THE ESCORT! 































WRITE, CALL OR WIRE 
TODAY 

For Full Details And 

Descriptive Literature 

STEVENS APPLIANCE 
TRUCK CO. 
DEPT. E BOX 897 
AUGUSTA, GA. 


Escort 





MODEL SRT 


MODEL MRT 


Magnesium Light! 
Magnesium Strong! 


SOLD ON A MONEY-BACK GUARANTEE! 


APPLIANCE TRUCKS 
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TAKING STOCK 


A quick look at the way in which the 


stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 
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<—16 Months “— 
4a Averages of the 55 Stocks 
Listed Below 
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‘he ae ea ee ce Oe ee eo ee ee ee ee os. 4% 
Stocks and Dividends 1961 Close Close Net 
In Dollars High Low | Apr. 3 | Apr. 10 Change 
YORK EXCHANGE 
aamival 15'/g 10% 13% 149% + 
American Motors 1.20 21%, 16!/2 21%. 20%, — 
Arvin Ind. 1 28!/g 20 28!/g 30!/2 + 2% 
Borg Warner 2 434% 35 42 40%, — IV, 
Carrier 1.60 435% 32, 4| 40% — 
CBS 1.40B 40!/, 353% 37% 37%, — 
Chrysler 1A 45% 37% 444%, 441/g + h 
Decca Records 1.20 44/4 324% 42\/, 42%, + '4 
Emerson Electric 1BXD 81%, 50 77%, 79'/> + 23% 
Emerson Radio .37T 15% 11s 13% 15%/g + 2 
Fedders 1B 24 17'/s 23g 22!/g — | 
General Dy. 1 45!/2 3855 40 39 — | 
General Elec. 2 74 61, 645, 62%, — I 
General Motors 2 47% 4048 4555 47\/, + 1% 
General Tel & El .76* 32!/2 26!/2 31%, 31, — % 
Hoffman Elec. 22/4 16'/4 21 19%, — I, 
Hupp Corp. .25F 113% g 10%, 10!/2 — % 
Magnavox 1 74!/2 46 73, 72% =n 
Maytag 2A 47'/2 36!/, 44%, 47 + 24, 
McGraw-Edison 1.40 4054, 30% 39 40\/, + 1% 
Minn. M&M .60 84!/, 70\/g 84!/, 82!/, — 1% 
Montgomery Ward 1 343, 28 || 31% 31% — 
Monarch .04 18l/ 13% | 18% 183%, + VY, 
Motor Wheel 1 20!/2 1% | 19% 16%, — 2% 
Motorola 1 90% 75'/g 85!/, 905g + 5% 
Murray Corp. 30% 26%, | 30% 293, — ¥% 
Norris-Thermador 20 18 19'/2 184g — 
Philco 24/4 17% | 22 22% + % 
RCA 1B 61% 49. | 57% 615% + 3% 
Raytheon 2.37T 421, 35%, | 41 397g on he 
Rheem 18/4 132 | 7 16% — % 
Ronson .60 185g 12%, | 18 17%, aes! Ale 
Roper GD 24/4 165% 22', 22 TT. . 
Schick 14\/g BI/, 11% 12", + & 
Siegler Corp. .40B 34 27 | 31% 33% + 1% 
Smith A. O. 1.60A 36% 31% | 34 35!/p + I'/ 
Sunbeam 1.40A 54!/, 45% | 4514 497/g + 43% 
Welbilt .10E 57/g 4s 5%, 5% wis 
Westinghouse 1.20 50 40% | 43% 42%, an & 
Whirlpool 1.40 34 27%, | 33 34 + | 
Zenith 1.60A 144 97/4 | 135% 144 + 8l/, 
AMERICAN EXCHANGE 
Casco Pd. .35E 10\/, 6% | 10 10} — 
Century Electric 103% 5%, 8\/, q | + % 
lronrite .25T 8l/, 5!/2 b\/, 6 | — % 
Lynch Corp. 87T 12", Bi, 10% | i | — & 
Muntz TV 5\/, 4 4/7. | 47, | + % 
National Presto .60 31 12'/, 22'%4 26% + 4% 
Nat. Un. Elec. (Eureka) 3% 1% 31/, 3, | aa 
Pentron 53% 2%, | 5 4, | — '2 
Proctor-Silex 8'/, 5's 753 7%, + |, 
Republic Trans. 9/, 4/2 | 7¥%, 852 + I", 
Telectro Ind. 21% 7% 8 B | — 
MIDWEST EXCHANGE 
Knapp-Monarch 8% 8/¥, | — VW 
Trav-ler Radio — — 6%, | 63%, | ~— 
Webcor _ 1 11% | + &% 





A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable 


in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The market continued 
its climb last week. On the EM WEEK 
chart, 18 new highs were listed 
among the 55 key stocks that aver- 
age a new yearly high of 31. Al- 
though only 25 made gains 
over the week-long trading, it was 
solid advances by a few companies 

Zenith, Motorola, Sunbeam, RCA 


issues 


that pushed the average up and kept 
the EM WEEK chart in line with the 
overall market. Business news re- 
mained healthy over the week and 
experts again pointed to this as the 
main impetus behind the market’s 
rise. Most experts remain confident 
that this almost constant upswing is 
not a momentary incident. 
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“In all the years that I have been a General Electric Major Appli- 
ance dealer, I’ve learned at least one thing—to admire the average 
woman’s buying judgment. 

“General Electric has proved itself to Mrs. Doe—not with 
gimmicky features—but with basic product improvements that 
give Mrs. Doe more for her money. Things she really appreciates. 
Like Power Shower in dishwashers—the 12-pound load in wash- 
ers—speed cooking in ranges—true no-defrost in refrigerators— 
Easy-Mount and Porta-Cart in room air conditioners. 

“It’s true values like these, backed by the most effective adver- 
tising in the industry, that have convinced Mrs. John Doe that 
General Electric makes the best appliances for the home. 

“‘What’s in it for Mrs. Doe? The most appliance for her dollar. 


Giving Mrs. Doe her money’s worth is one of the very good reasons 
I’m glad to be a General Electric Major Appliance dealer.” 


GENERAL ELECTRIC MAJOR APPLIANCES—with General 
Electric prestige + the most complete line of appliances - the 
most-wanted, up-to-date features - preferred by most women - 
backed by really effective advertising. 


OFFERING THE GENERAL ELECTRIC DEALER—personal 
warranty service plan + local advertising and promotion - sales 
training - complete financing - continuous distributor cooperation. 


Major Appliance Division, General Electric Company, Appliance 
Park, Louisville 1, Kentucky. 
What’s Good for our Dealers. . 


. is Good for General Electric. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 


APRIL 17, 1961 





‘Part-time 
worker 


This is Ken Prokopy. 


He services the washers of 917 satisfied Maytag 


owners in New Milford, Conn., and vicinity, 


but it takes only part of his time 


Ken Prokopy is the Maytag Serviceman for the Prox 
Furniture Store in New Milford, Connecticut. 

His boss, John Prokopy, works considerably harder than 
Ken does. John sells Maytag Automatic Washers. All Ken 
has to do is to take care of the service on 917 of them. 

It’s only a part-time job but Ken likes it and Maytag 


owners seem to like the service Ken gives them. One of 








them was a little put out last month because she had to 








wait 10 days until Ken could get a new part from the 








factory. The washer works fine now. Of course, as the 


owner says, it should. It’s only a little over 35 years old. 





John Prokopy figures out that what he loses on repeat 
business he makes up by savings in the Complaint De- 


partment. He says if we want to go on with our radical 








notions of turning out appliances that work for years after 





the last installment is paid, he’ll string along with us. 


If you get from this the idea that Maytag turns out a 


mighty dependable automatic washer, you've been with | uaa | 


us all the way. With Maytag, your customers get every 


useful push button ever put on an automatic washer and, 

what's more important, it does what they want it to do, IVI AV 4 AG 
push after push after push. If you don’t believe us, ask 

Mr. Prokopy, John or Ken. the dependable automatics 








The Maytag Company, Newton, Iowa 
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